CONVENTIONS - EXPOSITIONS - TRADE SHOWS 


WHAT THEY'VE LEARNED 
ABOUT TELEVISING 


COAST-10- COAST 
SALES MEETINGS 


p'* 


Page 14 / l 


WHAT IT TAKES TO GET HOW ABOUT A 


PUBLICITY AT A TRADE SHOW BRAIN-TRUST MEETING? 
Page 20 Page 30 


HOW TO “SELL’Y MEETINGS WHAT YOU SHOULD DO ABOUT 
TO DEALERS WIVES AT CONVENTIONS 
Page 88 


PART il SALES MANAGEMENT JULY 1, 1954 


Perfect combination for business meetings and conventions anywhere! 


world-wide routes. . . 
Special business-meeting 


and convention services 


TWA Site-Planning Service helps you select a convention city 
to fit your needs. TWA convention representatives have the 


CURRENT CONVENTIONS AND 


SALES MEETINGS USING 
At no extra cost, TWA representatives will help you contact TWA’s WORLD-WIDE SERVICE 


members, reserve space. make all arrangements on convention 
flights. 


latest information on convention facilities the world over. 


8th International Congress of Botany— 
Paris, France, July 2-14, 1954 
Maximum economy with TWA’s thrifty Sky Tourist service American Home Economics Ass'n— 
across the U.S.A. and overseas. For maximum luxury choose San Francisco, Cal., July 3-9, 1954 
TWA’s world-famous “Ambassador” flights. Benevolent & Protective Order of Elks— 
Los Angeles, Cal., July 4-8, 1954 
American Physica! Therapy Association— 
Los Angeles, Cal., July 5-9, 1954 
Lions International — 
TWA’s stopover privileges permit delegates to stop off en route New York, N. Y., July 7-10, 1954 
at no extra fare on all First-Class and overseas flights—include International Bar Association— 
business or a vacation in their trip. And it’s thrifty to take the Istanbul, Turley, July 27-August 3, 1954 
family along with TWA’s Family Half-Fare Plan. 


World-wide routes provide swift, convenient service every- 
where. Only TWA connects 60 U.S. cities with 21 world centers 
overseas. 


For complete information, call or write your local TWA office. Or write: 
Convention Manager, Trans World Airlines, 380 Madison Ave., New York 17, N. Y. 


TRANS WORLD AIRLINES 
U.S.A. + EUROPE + AFRICA + ASIA 


SHOW MANAGEMENT 


by American Decorating Company 


Growth in the size, income and prestige of your Association’s Exposition 
is certain when you employ the techniques developed by American Decorat- 
ing Company's specialized show management and production personnel. 
An outstanding example of seven years of expansion under Planned Show 
Management is the National Restaurant Exposition raised from 200 to 920 
exhibit spaces, now grossing 220,000 sq. ft.—a 360 per cent increase in 
size and income—with 450 exhibitors. This show is still growing and will 
require even more space for the 1955 Exposition! 


Harold E. Bartlett of American Decorating Com- 
pany, who is the veteran Exposition Manager for 
the National Restaurant Exposition (left, standing) 
is shown at a planning session with Armin Kuss- 
worm, Secretary of the Association, Albert W. 
Erickson, American Decorating Company's man- 
agement staff, Frank Wiffler, Executive Vice Presi- 
dent of the National Restaurant Association and 
Ransom Callicott, Vice President of the National 
Restaurant Association. 


American Decorating Company leads the field in experienced 
show management and production personnel. This permanent staff 
is available to you when you use Planned Show Management. 
Your inquiry is invited. 


Typical of Planned Show Management are these views of the garage entrance to Chicago's Navy Pier. Left was taken at 6:00 
p.m., May 9, 1954; right is the National Restaurant Association Exposition’s registration area at 8:00 a.m., May 10, 1954. 


AMERICAN DECORATING COMPANY 


1849 West 24th Street, Cleveland 13, Ohio 
CONVENTION MANAGEMENT Telephone—Tower 1-6045 EXPOSITION FURNISHINGS 
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What They've Learned About Televising 
Coast-to-Coast Sales Meetings 


Closed-circuit theater television is differ- 
ent and it takes special care to produce 
good rsults for sales meetings. Ford's 
second TV dealer meeting offers a 
glimpse of the behind-the-scenes activity 
involved. 

By Robert Letwin, Editor 


Do-It-Yourself: Exposition Bonanza 


Home owners and hobbyists flock to 
d-i-y shows to learn what’s new that they 
can do. While they don’t consider show 
commercial, exhibitors do and get excel- 
lent results. 


Salesmen Put Heat on Management 
With Fire-Alarm Sales Meeting 


Lukens Steel’s field sales force drama- 
tizes its needs to home office in fiery 
presentation 


What It Takes to Get 
Publicity at a Trade Show 


A little advance planning pays off hand- 
somely in good publicity for your com- 
pany and its products. Use press room at 
a show to expose your story to all report- 
ers. Nine steps explain how. 

By Allen Rose and Harold A. Smith, 
Smith, Rose & Company 


How to "Sell" Meetings to Dealers 


Dealers can’t resist asking about mystery 
box when field man calls. Curiosity is 
satisfied only when dealer agrees to have 
a meeting. Box converts to full comple- 
ment of props. 

By Robert Weston, Field Representative, 
Douglas Fir Plywood Assn. 


Co-op Exhibit Economical 


Book publishers beat high cost of dis- 
playing their wares at conventions with 
com yined exhibit. Prorated costs make 
dispiays practical, profitable. 


How About a Brain-Trust Meeting? 


Standard Oil of California stages an 11- 
day seminar to get benefits of best aca- 
demic thinking and gets written reports 
on professors’ findings. 


Capsule Conferences 
To Up-grade Salesmen 


RCA Victor Television Division uses a 
series of 30-minute conferences to. 
strengthen basic weaknesses of retail TV 
salesmen. Filmstrip with sound carries 
the weight of these informal conclaves 36 
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What Good Are 
Exhibitless "Exhibits?" 


Nine years since its birth, conference 
booth “trade show” is still with us and 
growing. It serves a communication func- 
tion between distributor and manufac- 
turer that pleases both. 


Even Giont Trailers 
Can Get Into the Act 


Parade of more than 40 trailers was 
included in Fruehauf’s national sales con- 
vention. Cleveland’s Municipal Auditori- 
um housed the event which saw results 
in 48 hours. 

By Norm A. Rowe, Vice-President, The 
Allman Company 


What They Don't Know Hurts You 


If they can't remember what your exhibit 
tells them. you should know it—and do 
something about it. Exhibit impact 
studies can tell what show Visitors see 
and remember and what you can do to 
improve recall of your sales message. 
By John T. Fosdick, Research Editor 


You Lead ‘Em to a Meeting 
But Do You Make ‘Em Think? 


Westinghouse Electric Supply Co. found 
you can make salesmen think and like it 
—if meeting program is personalized. 


Sales "Meeting" at Home 


Schenley creates home “meeting” to boost 
sales by brand. Meeting kit promoted by 
direct mail to salesmen and their wives. 


Tests Before Thousands 


Standard Pressed Steel Co. stages show- 
down tests of its product before thou- 
sands at expositions — now a regular 
industrial show policy. It uses TV equip- 
ment so booth visitors can see tests in 
operation 


How to Put Punch Into a Sales Meeting 


Dravo Corp. has a four-point formula to 
develop a session. Company doesn’t dodge 
cliches, but puts them to work as meet- 
ing theme. 

By George J. Newhams, Advertising 
Manager, Engineering Works Division, 
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Armed Forces use industrial show medi- 
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to package military supplies. 
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Skirvin 


A Convention 
At The Skirvin Hotel 
Is Assurance of Success 


Here you'll find complete facilities 
for both large and small gatherings, 
with all details handled by 
experienced personnel 

For added pleasure, there's 

air conditioned comfort throughout, 
with free radio and television 


Conventions are our BUSINESS — 
Not a “sideline.” 

WRITE FOR COLOR BROCHURE 

AND FULL INFORMATION 


THE 


OKLAHOMA CITY 
First and Broadway 


DAN W. JAMES, PRESIDENT AND GENERAL MANAGER 
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Moving ? OS Call... 


Your ALLIED agent 


no.l specialist — 


in long-distance moving! 


(pack 


No expensive crating problems when you 
move trade show displays and equipment 
by Allied. Nationwide storage facilities 
permit hold overs, saves transportation 
costs to home office for re-shipment. 


4 


‘ wi =] 

, Prompt pick-up and delivery assured by 
over 2200 vans. Special attention to 
your individual needs. Agents from coast 
to coast—see classified telephone direc- 
tory. General Offices, Broadview, Illinois. 
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Auditorium Wing 
at The Greenbrier 


In mid-1954, The Greenbrier will offer enlarged and im- 
proved facilities for group meetings at famous White 
Sulphur Springs, West Virginia. The New Auditorium wing 
will offer groups up to 1,000 the most modern meeting 
facilities to be found anywhere. 

The new addition will have an 8,600 sq.-ft. auditorium 
with a capacity of 1,075 for meetings and 860 for banquets. 
A theater with continental style seating and an inclined floor 
will accommodate 400. Both will have full stages with all 
facilities, plus: the latest projection equipment and P A. 
systems. Various sized smaller meeting rooms are also in: 
cluded. The entire wing will be air conditioned. 


For detailed information about the new meeting facilities, 
address: DIRECTOR OF SALES 


WHITE SULPHUR SPRINGS, WEST VIRGINIA 


Telephone: White Sulphur Springs 110 
Teletype: White Sulphur Springs 166 


Or inquire of Greenbrier offices in New York, 588 Fifth Ave., JU 6-5500 * Boston, 73 Tremont St., 
LA 3-4497 © Chicago, 77 W. Washington St., RA 6-0625 * Washington, Investment Bldg., RE 7-2642 
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AUDITORIUM set for banquet 


Dimensions — 72’ wide by 112’ long. No 
obstructions. Fully equipped stage 

40’ x 20’, orchestra pit, dressing rooms. 
Motion picture and slide projection. 
PA. system. 

110-220v. A.C. power supply with ample 
outlets. Pantries and kitchens adjoining. 


THEATRE 

Dimensions 56' x 76’. 

Inclined floor, continental seating. 
Fully equipped stage, 40’ x 16’ 

(34' proscenium opening), 
orchestra pit, dressing rooms. 
Motion picture and slide projection. 
P.A. system. 

110-220v. A.C. power supply. 
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Call Your Local 
NORTH AMERICAN AGENT 


Executives, technicians, salesmen who must be moved to 

another city often are none too happy about the change. 

But you can make it a happy move by specifying North a 

American Van Lines’ complete service. Move trade-show displays with little or 

ates : no crating, in North American padded 

North American assures scientific packing, courteous vans. Only departmentalized service in 

drivers, ultra-modern vans, on time delivery anywhere in the field. Safe, quick, economical! 

the U. S. A., Canada or Alaska. Proof of performance? 

NAVL long-distance moving volume has increased 400% 

since 1949, now averages a move every 214 minutes. Your 


personnel will like North American service —- sc will you! 
% 


SEND FOR HELPFUL BOOKLET 
Valuable suggestions on how to move your 
displays easily, economically, on time... 
in new illustrated brochure, just off the press. 
Phone local NAVL agent or write Dept. 
SME74 for free copy. 


Clean, careful storage while in transit, 
Agents or for temporarily idle office equipment 

throughout y or exhibits — another helpful service of- 

USA. oRes4 hd fered by your local NAVL agent. 


Canada, 


Alaska VAN LINES, Inc. NORTH AMERICAN VAN LINES, INC. 
ad GENERAL OFFICES: FORT WAYNE 1, INDIANA 
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EDITOR'S NOTES 


Best Training Aid 


“There may have been a time when there was a 
trend toward use of sales meetings,” says Jndustrial 
Distribution, May, 1954, “but today, it is no longet 
a trend—it is an accomplished fact. Every distributor 
uses sales meetings of some kind.” 

This statement prefaces an examination of trends 
in sales management among industrial distributors. 
It indicates that distributors place as much im- 
portance on meetings for salesman education as do 
manutacturers. 

“Significant fact, however,” points out [ndustrial 
Distribution, “is that 74% (distributors surveyed ) 
stated they believe sales meetings rated No. | as the 
most effective training aid.” 


Season for Surveys 


This seems to be the season for surveys. SALES 
MEETINGS is currently conducting a survey of ex- 
hibiting companies to determine their plans and 
attitudes concerning their trade and industrial show 
participation. While all returns are not in, we put 
early results together on page 33. Additional returns 
that have come in since preparing tabulations for 
“Exhibit Clinic” column indicate that final tabula- 
tions will not vary significantly from those already 
made. 

As further evidence of survey activity—and 
interest—John T. Fosdick’s article in last issue, 
“Have You Looked at Your Exhibit Results 
Lately?” has produced more reader response than 
any he has written on the subject of trade-show 
research. His current article, ‘What They Don’t 
Know Hurts You,” page 52, gives further facts 
on exhibit impact research, and answers some of 
the questions developed by his last article. 


Too Many Shows? 


Perennial subject for debate—both written and 
oral—concerns trade show frequency. Question is 
raised regularly: Are trade shows held too often? 

Many are prone to answer “yes” without a 
moment's hesitation, and their arguments seem to 
follow logical lines—until they are analyzed care- 
fully. Those who hold that shows are staged :too 
frequently generally base their conclusions on this 
fact: It takes more than a year for a company to 
produce a new product in most industries; therefore, 
shows should not be staged every year. 

As I said, this seems like a logical conclusion. 
Two things, however, are overlooked in this line 
of reasoning. First, every company does not produce 
new products at the same time, so how do you 
determine what year is best? If a company produces 
a new product today, should it have to wait two 
or three years to demonstrate it to logical prospects? 
Is it not likely—and I believe this is so—that any 
one year will find many new developments in any 
field? Should an industry wait until almost every 
producer has something new before it considers a 
show ? 

This whole premise of having fewer shows seems 
to revolve around waiting for new product develop- 
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There's a new climate in Washington for busi- 
ness. Now's the right time for ‘ite your 
important events in the Capital. 


Put your important meetings and exhibits where important 
things are happening. You can book your big meetings, confer- 
ences and shows in Washington's foremost meeting site. Com- 
plete facilities for national company meetings—sales, promo- 
tion and public relations exhibits—are available now at National 
Guard Armory. 


Put your meeting in the limelight . . . where the eyes of the 
nation's business are focused. Bring your salesmen, distributors 
or dealers to the most important spot in the world. 


Some Choice Dates Available 


THE LARGEST EXHIBIT SPACE 
IN THE CAPITAL CITY 


76,000 $Q. FT, OF UNOBSTRUCTED FLOOR SPACE 
All on One Floor 


COMPLETE CONVENTION FACILITIES 
TRAINED AND EXPERIENCED STAFF 
UNEXCELLED PUBLIC ADDRESS SYSTEM 
ADDITIONAL MEETING ROOMS 


EASY DRIVE-IN FACILITIES 
Unload Exhibit at Booth 


CRATE STORAGE SPACE 


PARKING ACCOMMODATIONS 
FOR 1000 CARS 


ABUNDANT LOW COST TRANSPORTATION 
10 MINUTES FROM THE CAPITOL 


THE SHOW PLACE 


of the Nation's Capital 


For Information Write: Armory Board Manager 


National Guard Armory 
2001 EAST CAPITOL STREET 


WASHINGTON 3, D.C: 


ANEW LUN Berek | 


field again 


leading the 


**. .. And in answer to your question, Charlie, Miss Dixon doesn’t come with the display.” 


Now — management can talk “face to face” with the entire 


sales force . . . introduce a new product simultaneously to 
dealers in all territories . . . get reactions and answer questions 
from plant personnel scattered all over the country. What's more 


— all this can be done without pulling a single key man from his The Proudest Name in 
district and without paying costly travel expenses! 

These are a few of the advantages you gain by using the new 
Sheraton Closed Circuit Television Network with a two-way 
audio pick-up — in any Sheraton Hotels (or independent hotels 
in non-Sheraton cities). 

*xperienced staff he s ti ‘tails. assists in < IN THE U. S. A. IN CANADA 

An experienced staff handles produc ion details, assists in all _s A De cy 

planning, including budgeting and analysis. PROVIDENCE DETROIT —The Laurentien 
av Se enmred ¢ a — NEW YORK CHICAGO TORONTO—King Edward 

LEARN MORE about thi newest and most modern way to pa heh ly corn pe yt 

communicate “in person’. Address: 


CINCINNATI WORCESTER HAMILTON—Royal Connaught 
PITTSBURGH PITTSFIELD, Mass. WINDSOR—Prince Edward 


ROCHESTER SPRINGFIELD, Moss. 
SHERATON CLOSED CIRCUIT TV po ny BROOKLINE, Mass. 
Sheraton Building, 470 Atlantic Avenue, Boston 10, Massachusetts 
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ments. But, is the value of a show solely tied to 
displaying new products? I don’t believe it is. 

Certainly a company doesn’t stop sending sales- 
men out on the road until it has new products. It 
calls on prospects and customers all the time. It 
doesn’t wait until it has a new product before it 
advertises; it advertises regularly. 

So why limit show participation to new product 
introduction solely? Certainly, if a show audience 
represents customers and prospects, a company 
should want to take advantage of this opportunity 
to meet many people it could not reach before or 
never knew were prospects. 

I have a sneaking suspicion that those who de- 
mand fewer shows are often those who want an 
easy out. They don’t want to be troubled with 
having to think—to develop new approaches to 
appeal to prospects with products that are not new. 

It’s harder, I admit, to develop an exhibit around 
products that are not entirely new. But, if a product 
has merit and salesmen are efficient, why can’t it be 
merchandised at a trade or industrial show? 

Proponents of the idea that shows are held too 
frequently seem to be looking through the wrong 
end of the telescope. It’s not whether you can pro- 
duce brand new products every year that should 
determine show frequency, but will customers and 
prospects come to the show every year. 

If people are willing to travel hundreds and 
thousands of miles every year to review products 
on display, certainly a show is justified. Nobody is 
familiar with every product produced for his in- 
dustry. Your product may not be new to you, but it 
may be new to many people in your industry when 
they see it at a show. This point was brought out 
graphically in results of a survey at the Basic 
Materials Show. 

The time to say shows are held too frequently 
is when people stop coming to them. As long as they 
flock to shows, as they have been recently, it ill 
behooves any exhibitor to categorically declare that 
they are held too often, I believe. 

At this point you may say that people don’t come 
to the shows every year but rather to attend asso- 
ciation conventions. That may be so. But, as long 
as they do walk into the exhibit hall and stay as 
long as they do, and buy as much as they do, I’d 
say that every year is not too often for most shows. 

As soon as exhibitors start to get less crowds at 
their booths, contact less prospects and customers 
and get fewer leads, then it is time to talix less 
frequency. But make sure that exhibitors are creative 
in their displays, are using imagination to interest 
visitors in their products before discussing less 
Trequency. 

If most exhibitors in a given industry produce 
interesting exhibits, provide helpful information on 
how to use old products to better advantage, present 
more evidence of better performance of old products, 
and then find lessening show attendance and lessen- 
ing booth attendance, then it’s time to talk less 
frequency. 

According to all statistics of current shows, few 
fall into this category and I know of only one 
that did. It suspended operations indefinitely. 


ROBERT LETWIN 
Editor 
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How's YOUR Product Doing 


in the 


Do-It-Yourself Market? 


The Do-It-Yourself Market consumes: 


@ 89°% interior house paint 

@ 60% wallpaper 

@ 42°% plywood 

@ 50°% floor tile 

@ Do-it-Yourself buyers operate: 


12 million home workshops 


Do-It-Yourself Market, estimated to gross over $4 
billion in sales for 1954, is the hottest field for sales 
in America. Those already selling to this market — 
backed by current statistics — prove it is not a fad 
but a solid, growing market for a growing list of 
products. 


People Pay to See Do-It-Yourself Products! 
Do-It-Yourself Shows attract paid attendance 
like these: 107,000 in Chicago; 90,000 in Boston; 
80,000 in New York City. And, because homemakers 
and handy men are willing to pay to see new do-it- 
yourself products, they make ideal prospects .. . 
They are looking to buy. They flock to Do-It-Your- 
self Shows because they like to see new products, 
to try them, to watch demonstrations, to feel and 
examine them — and only at a Do-It-Yourself 
Show can they do all this. 


There’s only one Do-It-Yourself Show* 


Do-It-Yourself Show is a registered trade name 
of Orkin Exposition Management, originators and 
producers of the Do-It-Yourself Shows. This experi- 
enced show management now produces I5 Do-It- 
Yourself Shows in major cities. 

If your product has appeal for the do-it-yourself 
homemaker or handy man, learn today how you can 
get what has been described as “fantastic sales re- 
sults’ at Do-It-Yourself Shows. Write today for 
complete details. Learn how Do-It-Yourself Shows 
spark retailer and distributor enthusiasm like nothing 
else has. 


do-it-yourself show 
*Originated and Developed by 


ORKIN EXPOSITIONS MANAGEMENT, INC. 


19 W. 44TH ST., NEW YORK 36, N. Y. 
MUrray Hill 71-4580 


NOW A HILTON HOTEL 


The New Yorker, now a Hilton Hotel, is taking 
progressive steps to make your conventions more 
successful. Many improvements are underway 
including: thorough refurbishing of public rooms, 
dictaphone service with facilities for mailing records, 
special floors for exclusive occuparey of womea 
guests and installation of air-conditioning to more 
and more guest rooms. Along with these improved 
facilities, you'll find the high Hilton standard of 
service and hospitality will make your New Yorker 


conventions more efficient and effective. 


FOR RESERVATIONS: 

Inter-Hotel Reservation Service at any Hilton Hotel. 
Reservation Offices: 

BOSTON-—73 Tremont Street—Telephone: Capitol 7-8035 
SAN FRANCISCO~- Russ Bldg., 235 Montgomery—Telephone 
PHILADELPHIA-—160 North 15th Street—Telephone: Locust 4-5824 
PITTSBURGH—550 Grant Street—Telephone: Grant 1-1201 


: Yukon 6-0576 
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THE NEW YORKER OFFERS: 


@ Location near city’s important trading and 
entertainment area. 
@ 2500 outside rooms with comfortable 
accommodations—many with TV. 
Fine dining facilities, excellent food. Famous 
Terrace Roor, Ice Show. 
Fully equipped air-conditioned conference rooms— 
blueprints on request. 
Ballroom and Showroom layouts exactly as you 
Specify. 
® Professional help on convention advertising, 
promotion and entertainment. 
® Convention manager and staff at disposal of 
association secretary. 
For convention information write, phone LOngacre 3-1000 or 
Teletype (NY 1-1384) Duane W. Carlton, Director of Sales. 


HOTE New 


NOW A HILTON HOTEL 


34th Street at Eighth Avenue. New York 1, N. Y. 
Direct Tunnel Connection to Pennsylvania Station 


Frank G. Wangeman, General Manager Gene Voit, Manager 
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MEETING AND SHOW NEWS 


Oppose Hall Site 


Chicago Park District Board has 
approved plans for a new convention 
hall site, but opposition is mounting. 
It is the same site used by Century of 
Progress and Railroad Fairs on the 
lake front. 

Opposition stems from comparative 
remoteness of the 50-acre area from 
the heart of the Loop. Opponents 
claim site should be closer to hotels 
and shopping area; should be part of 
a slum-clearance project. 

Chicago Park Fair, Inc., non-profit 
corporation charged with directing 
the convention hall project, an- 
nounced the lake-front site after 18 
possible sites were studied by two en- 
gineering firms. 

Plans call for an auditorium bigger 
than Cleveland Public Auditorium 
and Atlantic City Convention Hall. 
Selected site offers 2,200,000 square 
feet for buildings, outdoor exhibit 
space and parking areas. 

Funds for the new convention hall 
come from a 1% tax on pari-mutual 
bets at race tracks. 


Sheraton Moves West 


Sheraton Corporation of America 
bought its first West Coast hotel. It 
acquired controlling interest in 40- 
year-old Huntington Hotel, Pasa- 
dena, Cal. This is Sheraton’s first 
hotel west of St. Louis. 

Transaction for the 550-room hotel 
is effective July 1. Name will become 
Sheraton-Huntington. On a 20-acre 
area, hotel property is valued at $3 
million. 


Two Nights for Hotel Show 


Wational Hotel Exposition ex- 
hibitors are in favor of night hours 
on two days, according to a survey 
conducted by show management. Ex- 
hibitors indicated, according to survey 

- results, that they want to continue to 
use Kingsbridge Armory as show site. 
Almost 80% of exhibit space for the 
show, Nov. 8-12, has been sold. 


First Automation Show 


First International Automation 
Exposition will be staged the week 
of Nov. 29 in New York City. 
Richard Rimbach, show manager for 
the Instrument Show, will direct the 
new event. It is slated for the 242nd 
Coast Artillery Armory. 
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Another Handling Show 


Material Handling Institute — 
members include manufacturers of 
materials handling equipment — has 
announced that it will organize and 
sponsor a new show. Its name is ten- 
tatively listed as Material Handling 
Show and it is scheduled for Cleve- 
land Public Auditorium, June 4-7, 
1956. Show manager has not been an- 
nounced, According to present plans 
this show will be held every three 
years. (Show name may be changed 
because of conflict with National 
Materials Handling Exposition—first 
show in this field—which is referred 
to as Materials Handling Show by 
press and public. ) 


Western Tool Show 


American Society of Tool Engi- 
neers is sponsoring the first Western 
Industrial Exposition, March 14-18, 
1955. All permanent exposition facili- 
ties of Shrine Auditorium, Los An- 
geles, will be used for the show and 
a temporary annex will be installed 
in an adjacent open area. Harold 
E. Bartlett, vice-president, American 
Decorating Co., Cleveland, has been 
appointed show manager. The expo- 
sition will run concurrently with the 
1955 ASTE meeting. 


Carboloy Has Top Exhibit 


Charles E. St. Thomas, Carboloy 
Division, General Electric Co., De- 
troit, won the $1,000 first prize in the 
National Industrial Advertisers Assn. 
Industrial Exhibits Award competi- 
tion. Second place (S500) in the con- 
test to select the best industrial ex- 
hibit of the year went to Earl Litt- 
man, Jones & Brewn, Inc., P'tts- 
burgh. Third ($300) and fourth 
($200) places went te David Smart, 
General Electric Co., and Arthur R. 
Tofte, Allis-Chalmers Co. 


MCA Enters Closed Circuit 


Music Corporation of America is 
to act as sales representative for Box 
Office Television, Inc., according to 
an agreement between the two or- 
ganizations. Under terms of the 
agreement, Box Office TV will hire 
MCA talent for closed-circuit meet- 
ings unless a client specifically re- 
quests talent not under contract to 
MCA. Box Office TV_ will continue 
to sign industrial clients for closed- 
circuit TV sessions on its own. 


A WORLD OF 
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ENTERTAINMENT 


For tasteful, original pr 

grams of every description 
wherever your meeting and 
whatever your means, con- 
sult America's most versatile 


entertainment planners. 


HOWARD LANIN 
MANAGEMENT, INC. 


New York Philadelphia 
113 West 57th St. 1622 Chestnut St 
JUdson 6-3045 LOcust 4-0738 


The RIGHT Hotel... £ 
in a Great ig 
Convention City! 4 


Ritz. £ 


Carlton 


ON THE BOARDWALK 
ATLANTIC CITY 


Nearest boardwalk 

hotel to Convention 

Hall. Complete convention — 
facilities for up to 600 
persons on one 

floor. Famous 
Merry-Go-Round 

Room. All suites 

and bedrooms 

ocean view 


Special Sales 
Meetings and 
Convention Rates 


from +6 


SINGLE 


in $8 


DOUBLE 


Write or phone 
Atlantic City 4-305] 
Michael T. McGarry 
General Manager 


NOW A HILTON HOTEL 


ouleen fl 


The New Yorker, now a Hilton Hotel, is taking 
progressive steps to make your conventions more 
successful. Many improvements are underway 
including: thorough refurbishing of public rooms, 
dictaphone service with facilities for mailing records, 
special floors for exclusive occupancy of women 
guests and installation of air-conditioning to more 
and more guest rooms. Along with these improved 
facilities, you'll find the high Hilton standard of 
service and hospitality will make your New Yorker 


conventions more efficient and effective. 


FOR RESERVATIONS: 
Inter-Hotel Reservation Service at any Hilton Hotel. 
Reservation Offices: 


BOSTON—73 Tremont Street—Telephone: Capitol 7-8035 


SAN FRANCISCO- Russ Bldg., 235 Montgomery—Telephone : Yukon 6-0576 


PHILADELPHIA—160 North 15th Street—Telephone: Locust 4-5824 
PITTSBURGH—550 Grant Street—Telephone: Grant 1-1201 
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THE NEW YORKER OFFERS: 

@ Location near city’s important trading and 
entertainment area. 

@ 2500 outside rooms with comfortable 
accommodations—many with TV. 

@ Fine d.ning facilities, excellent food. Famous 
Terrace Room Ice Show. 

@ Fully equipped air-conditioned conference rooms— 
blueprints on request. 

@ Ballroom and Showroom layouts exactly as you 

Specify. 

Professional help on convention advertising, 

promotion and entertainment. 

@ Convention manager and staff at disposal of 
association secretary. 


For convention information write, phone LOngacre 3-1000 or 
Teletype (NY 1-1384) Duane W. Carlton, Director of Sales. 


HOTEL 
New 


NOW A HILTON HOTEL 


34th Street at Eighth Avenue. New York 1. N. Y. 
Direct Tunnel Connection to Pennsylvania Station 
Frank G. Wangeman, General Manager Gene Voit, Manager 
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MEETING AND SHOW NEWS 


Oppose Hall Site 


Chicago Park District Board has 
approved plans for a new convention 
hall site, but opposition is mounting. 
It is the same site used by Century of 
Progress and Railroad Fairs on the 
lake front. 

Opposition stems from comparative 
remoteness of the 50-acre area from 
the heart of the Loop. Opponents 
claim site should be closer to hotels 
and shopping area; should be part of 
a slum-clearance project. 

Chicago Park Fair, Inc., non-profit 
corporation charged with directing 
the convention hall project, an- 
nounced the lake-front site after 18 
possible sites were studied by two en- 
gineering firms. 

Plans call for an auditorium bigger 
than Cleveland Public Auditorium 
and Atlantic City Convention Hall. 
Selected site offers 2,200,000 square 
feet for buildings, outdoor exhibit 
space and parking areas. 

Funds for the new convention hall 
come from a 1% tax on pari-mutual 
bets at race tracks. 


Sheraton Moves West 


Sheraton Corporation of America 
bought its first West Coast hotel. It 
acquired controlling interest in 40- 
year-old Huntington Hotel, Pasa- 
dena, Cal. This is Sheraton’s first 
hotel west of St. Louis. 

Transaction for the 550-room hotel 
is effective July 1. Name will become 
Sheraton-Huntington. On a 20-acre 
area, hotel property is valued at $3 
million. 


Two Nights for Hotel Show 


ational .Hotel Exposition  ex- 
hibitors are in favor of night hours 
on two days, according to a survey 
conducted by show management. Ex- 
hibitors indicated, according to survey 
results, that they want to continue to 
use Kingsbridge Armory as show site. 
Almost 80% of exhibit space for the 
show, Nov. 8-12, has been sold: 


First Automation Show 


First International Automation 
Exposition will be staged the week 
of Nov. 29 in| New York City. 
Richard Rimbach, show manager for 
the Instrument Show, will direct the 
new event. It is slated for the 242nd 
Coast Artillery Armory. 
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Another Handling Show 


Material Handling Institute — 
members include manufacturers of 
materials handling equipment — has 
announced that it will organize and 
sponsor a new show. Its name is ten- 
tatively listed as Material Handling 
Show and it is scheduled for Cleve- 
land Public Auditorium, June 4-7, 
1956. Show manager has not been an- 
nounced. According to present plans 
this show will be held every three 
vears. (Show name may be changed 
because of conflict with National 
Materials Handling Exposition—first 
show in this field—which is referred 
to as Materials Handling Show by 
press and public. ) 


Western Tool Show 


American Society of Tool Engi- 
neers is sponsoring the first Western 
Industrial Exposition, March 14-18, 
1955. All permanent exposition facili- 
ties of Shrine Auditorium, Los An- 
geles, will be used for the show and 
a temporary annex will be installed 
in an adjacent open area. Harold 
E. Bartlett, vice-president, American 
Decorating Co., Cleveland, has been 
appointed show manager. The expo- 
sition will run concurrently with the 
1955 ASTE meeting. 


Carboloy Has Top Exhibit 


Charles E. St. Thomas, Carboloy 
Division, General Electric Co., De- 
troit, won the $1,000 first prize in the 
National Industrial Advertisers Assn. 
Industrial Exhibits Award competi- 
tion. Second place (S500) in the con- 
test to select the best industrial ex- 
hibit of the year went to Earl Litt- 
man, Jones & Brewn, Inc., Pitts- 
burgh. “Third ($300) and fourth 
($200) places went te David Smart, 
General Electric Co., and Arthur R. 
Tofte, Allis-Chalmers Co. 


MCA Enters Closed Circuit 


Music Corporation of America is 
to act as sales representative for Box 
Office Television, Inc., according to 
an agreement between the two or- 
ganizations. Under terms of the 
agreement, Box Office TV will hire 
MCA talent for closed-circuit meet- 
ings unless a client specifically re- 
quests talent not under contract to 
MCA. Box Office TV will continue 
to sign industrial clients for closed- 
circuit TV sessions on its own. 


A WORLD OF 


ENTERTAINMENT 


For tasteful, original pro- 
grams of every description 
wherever your meeting and 
whatever your means, con- 
sult America's most versatile 


entertainment planners. 


HOWARD LANIN 
MANAGEMENT, INC. 


New York Philadelphia 
113 West 57th St. 1622 Chestnut St. 
JUdson 6-3045 LOcust 4-0738 


The RIGHT Hotel... 
in a Great ¢ 


Ritz f 
Carlton 


ON THE BOARDWALK ° 


ATLANTIC CITY 


Nearest boardwalk 

hotel to Convention 

Hall. Complete convention 2x 
facilities for up to 600 ? 
persons on one 

floor. Famous 
Merry-Go-Round 

Room. All suites 

and bedrooms 

ocean view 


Special Sales 
Meetings and 
Convention Rates 


from +6 


SINGLE 


from +3 


DOUBLE 


Write or phone 
Atlantic City 4-3051 
Michael T. McGarry 
General Manager 


IDEAS ARE TOOLS, TOO! 


Pe 

Along with the ordinary tools of the trade, ideas 
help create displays which do an outstanding job 
for you. Ideas are high on the list of things you 
want from your exhibit house . .. others are service, 
dependability and plenty of know-how. 

Gardner Displays offers you these important 
features along with 36 years experience in a field 
where good ideas spell success. 


- 


GARDNER DISPLAYS 


PITTSSURGH NEW YORK cHIcaco SeETROIT 


SM/JULY I, 1954 


Here's where Successful Conventions 


Make American your 
TRAVEL HEADQUARTERS 
when Planning 


a Convention! 


No need to waste time and energy planning transportation 
for your convention. American’s experts will be glad to take 
this problem completely off your shoulders. 

American offers fare savings — low-cost Flagship tours — and 
special stopover and alternate route privileges for those who 
want to visit friends on the way. 

For details, see your nearest American Airlines ticket office 
or write to F. W. MacBarron, Convention Sales Manager, 


American Airlines, Inc., 100 Park Ave., New York 17, N. Y. 


meres Leading Airine AMERICAN AIRLINES 
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FOUR TIMES AS MUCH LIGHT is needed—in the Rotunda at Ford's plant—than is necessary for regular TV programs. 


What They've Learned About Televising 
Coast-to-Coast Sales Meetings 


Closed-circuit theater television is different and it takes 
special care to produce good results for sales meetings. 
Ford's second TV dealer meeting in less than six months of- 
fers a glimpse of the behind-the-scenes activity involved. 


BY ROBERT LETWIN ~ Editor 


Closed-circuit television is different 
from ordinary TV in more ways than 
you might imagine. To most com- 
panies that consider a closed-circuit 
the difference is merely a 
limitation of reception to specific 
cities, for a specific audience. But 
that’s only half of it. 

Ford Motor Company’s 


meeting 


second 


14 


‘ 


closed-circuit theater television meet- 
ing in May offers a clear outline of 
what makes a closed TV meeting. It 
indicates the problems, precautions 
and preparations that must go into a 
successful closed-circuit TV presenta- 
tion. 

Arranged and produced by Box 
Office Television, Inc.. New York 


City, Ford’s TV dealer meeting was 
seen by 35,000 dealers and dealers’ 
salesmen in 39 cities across the coun- 
try. It increased by seven outlets the 
number of cities covered in Ford’s 
first TV meeting in January. 

Televised in the Rotunda at the 
Ford plant in Dearborn, Mich., the 
two-hour meeting took advantage of 
all that has been learned about closed- 
circuit television during the last year 
—and that’s plenty. 

If lighting is a problem for ordi- 
nary television studios, it is a large, 
economy-size headache for closed-cir- 
cult programs. It takes four times 
as much light in the studio to pro- 
duce an acceptable picture on a theater 
television screen as it does to put a 
TV program on your home receiver. 
With problems of lighting go two 
companions: supply of current and 
mounting gear. 

To supply current to the Rotunda 
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for Ford’s meeting, Box Office ‘Tele- 
vision added three portable generators 
to Ford’s regular current supply and 
then tapped the city’s electric utility 
for remaining current needed fo 
studio lighting—in all, more than 
350,000 volts. 


City Short Equipment 


Detroit was almost depleted of 
theatrical lighting equipment when or- 
ders were placed to cover needs of 
this TV session. Scaffolding on which 
to mount lights and cable was brought 
in from Indianapolis. 

It is not difficult to understand why 
closed-circuit theater television _ re- 
quires four times as much lighting as 
regular television. Theater screens 
are about 20 feet by 16 feet. This 
screen is covered by a picture that is 
projected from a seven-inch kinescope 
tube. Rough calculations would in- 
dicate that the picture is blown up 30 
times. 

By comparison, imagine blowing 
up an ordinary snapshot of yourself 
standing beside your desk to bigge: 
than life size. This means that every 
little flaw or blemish invisible to the 
eye in the snapshot—almost imper- 
ceptable in an 8 by 10 
visible at life size. 

If flaws and blemishes are visible 
in straight photography when blown 
up directly from an apparently clea: 
negative, imagine the problems con- 
nected with television blowups — 
where transmission must travel thou- 
sands of miles in cables or through 
the air, be picked up by a projecto: 
and then flashed on ; 


is clearly 


giant screen. 


Concentrate on Lighting 


This problem gives some insight into 
the amazing job done by theater TV 
projectors. With an aid of 80,000 
volts of current built up in their kine- 
scope tubes, they can produce giant 
pictures of fairly good color contrast, 
brightness and clarity. ‘These pic- 
tures are not as sharp as home receive: 
reception. But your 21-inch home re- 
ceiver would appear mighty dull and 
fuzzy if its pictures were blown up 
just two or three times present size. 

To give Theater TV projectors as 
sharp. a picture as possible for the 
Ford meeting, heavy concentration 
had been made on good lighting. 

All physical properties for the TV 
screen were scheduled to reach the 
Rotunda as fast as they could be as- 
sembled. On Monday, scaffolding 
arrived from Indianapolis. Tuesday, 
lights and cable arrived and were 
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PROFESSIONAL ACTORS as well as company executives read their scripts from Tele- 
prompters mounted on cameras and at sides. This saves many hours of rehearsal time. 


‘eA S 


ALL'S QUIET as crews wait for alert signal that TV meeting is about to get under way. 
Beehive activity replaces quiet when cameras are turned on and program hits the screen. 


strung on the scaffolds. Scenery ar- 
rived on Wednesday. 

Dates and time of a theatre tele- 
vision meeting are important. Lines 
have to be cleared to all cities to 
which the program is to be sent. Be- 
cause of regular network television 
commitments, it is difficult to get 
transcontinental lines at all times. 

Generally, before noon and_ be- 
tween five and seven o'clock in the 
evening are best times for clearing 
transmission lines. 


Interference 


Ford’s two-hour transmission ran 
into some slight difficulty because the 
junior senator from Wisconsin aired 
his feud with the Army early in the 
day. Many television stations that 
normally did not pick up network pro- 
grams in the morning, did want the 
McCarthy hearings. This extra de- 


mand for transcontinental lines cre 
ated a clearance problem for the 
closed-circuit meeting which usually 
does not exist. 

Because of time differentials from 
coast to coast, Ford gave West Coast 
dealers the option to view the meet- 
ing as broadcast 8 AM, Pacific Day- 
light Time, or to see a kinescope re 
cording at 1 pm, PDT. Los Angeles 
received the actual velecast and made 
the “hot” kinescope for rebroadcast 
to other West Coast cities. 

Through telephone contact with di- 
rectors, Los Angeles indicated that the 
first 30 minutes of the kinescope re- 
cording reproduced poorly because of 
the atmospheric conditions. This im- 
mediately set emergency plans into 
operations. (In closed-circuit TV. 
every contingency is planned for.) 
American Telephone and Telegraph 
was contacted for an additional half 
hour’s long-lines time. Ford execu- 
tives, professional actors and camera 

(Continued on page 75) 


THOUSANDS JAM SHOWS to see demonstrations of new do-it-yourself products; force show management to widen aisles. 


Do-It-Yourself: Exposition Bonanza 


Home owners and hobbyists flock to Do-It-Yourself Shows 
to learn what's new that they can do. While they don't con- 


sider show commercial, exhibitors do and get excellent re- 


sults. 


Biggest exposition bonanza to come 
upon the American scene is the Do- 
It-Yourself Show which has mush- 
roomed all over the country. Like the 
do-it-yourself $4-billion market itself, 
Do-It-Yourself Show is growing be- 
cause it meets a real need. 

Started in New York City last 
year, Do-It-Yourself Show is now 
scheduled in 15 cities. It attracted 
such huge crowds—107,243—when 
it opened in Chicago,  exposi- 
tion management had to close the 
doors several times because aisles 
could not hold the throngs. 


16 


Show popularity matches growth of d-i-y industry. 


What’s this show got that induces 
thousands to pay to see product ex- 
hibits? William S. Orkin, founder 
and director of Do-It-Yourself 
Shows, has watched the “breed” that 
flocks to his shows and says this about 
them: 

“Home owners want to improve 
their properties and know that they 
can do it cheaper themselves. They 
come to a Do-It-Yourself Show to 
learn how. They don’t consider this 
show a commercial event but more 
of an educational experience. Not 
only home owners but apartment 


dwellers with a creative urge walk 
down show aisles to discover what 
new products or ideas they can use 
to do something constructive.” 


Response 


Often amazed at visitor response, 
Orkin believes the shows offer more 
for home owners and hobbyists than 
any other medium. ‘When they 
crowd into a booth they can see a 
new piece of equipment in actual op- 
eration. They can try it and ask 
questio 1s about it. These people don’t 
need to be sold; they sell themselves. 
They pay their way into the show to 
see something they can do and before 
they leave they usually find it—which 
means sales for exhibiting companies,” 
says Orkin. 

Enthusiasm of do-it-yourselfers is 
matched by exhibitors who participate 
in the shows and their dealers. Typi- 

(continued on page 72) 
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FIRE AX IN HAND, J. Frederic 
Wiese, Luken's vice-president in 
charge of sales, chases his crew off 
stage after salesmen "lit fire" under 
home office people. 


Salesmen Put Heat on Management 
With Fire-Alarm Sales Meeting 


Lukens Steel's field sales force dramatizes its needs to 
home office in fiery presentation. Friendly needling is more 
incisive and constructive than inter-office memoranda. 


There was something new at 
Lukens Steel Company’s annual sales 
meeting, held this year (as every 
year) in January. With the fore- 
knowledge of just a few of manage- 
ment’s top echelon, field salesmen 
pulled a switch from customary pro- 
cedure and gave a dramatized version 
of their needs in the competitve sell- 
ing period ahead to home sales service 
group, management to division level 
and production executives. 

With a meeting theme ‘Spark Sales 
with Service,” five of Lukens’ district 
office managers “burned up” the 
home-office production and sales staff 
with props, words, songs, pictures, 
film strips and charts. The dramatiza- 
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tion was built around a fire theme in 
which the firemen stoked the fire, 
rather than extinguished it. 

Burning sales questions, dramatized 
with whistles, bombs, and 
painted flats, were glowingly illumi- 
nated by the sales managers. During 
two lively hours they played dramatic 
hoses (in some cases filled with kero- 
sene) on such incendiary topics as: 

1. Field force’s understanding of 
corporate plans and sales ob- 
jectives. 

2. Competitive situations on the 
firing line. 

. Sales procedures. 

. Supporting services from head- 
quarters. 


Oo os 
gongs, 


. A round-up of other combustible 
questions close to field sales’ 
heart. 


Sirens and Lights 


With siren sound effects and red, 
yellow and orange light from a spin- 
ner spot to give the impression of 
flame, guests were greeted with this 
preamble by the fireman-clad M.C.: 

“Fellow fire-eaters and ho‘-footed 

hustlers, I bring you greetings. You 

are about to see a unique demon- 
stration by five valiant veterans in 
the honorable arts of sparking sales, 
snatching coals from the fire and 
putting the heat on competition.” 

Each member of the presentation 
team — dramatizing one phase of 
Lukens’ product sales—was_intro- 
duced to the audience with an apro- 
priate taped jingle, of which the fol- 
lowing is typical: 

“Here's Waterwagon Wit all 

primed 


Let THE DRAMATIC WAY 


be the gateway to... 
~~. — 


DRAMATIZED 
SALES PRESENTATIONS 


IRA MOSHER ASSOCIATES, INC. 


Presents 


THEATRE FOR INDUSTRY 


Sales — Distributor — Dealer Meetings 
Created—W ritten—Directed—Supervised 


THEATRE FOR INDUSTRY 
Offers 


The complete meeting package or creation 
and performance of any single phase. 
Fresh approach, original ideas and pro- 
fessional handling. 


THEATRE FOR INDUSTRY 
Gives 


Four step planning to small or large, 
permanent or portable, office or hotel 
meeting. This includes all phases of 
Creative Planning, Techniques and Tools, 
Direction and Supervision and the Follow 
Through. 


Objectives are selected, format outlined 
and a theme developed. Speeches and 
scripts are written and edited. Visual tech- 
niques are selected, created and prepared. 
Special displays and scenery are designed. 
Meeting Managers and Professional Stage 
Directors are provided. Hotel arrange- 
ments are made and managed. All pre- 
meeting, meeting and post-meeting de- 
tails are completely planned and super- 
vised. 


Why don’t you take advantage of the 
scope of specialized services we offer. Let 
us serve you in order that you may better 
serve your organization. 


For further information write or call 


THEATRE FOR INDUSTRY 


Ira Mosher Associates, Inc. 
10 Rockefeller Plaza, New York 20, N. Y. 
Telephone CIrcle 7-5888-9 


1511 K Street, Washington 5, D. C. 
Telephone Republic 7-8061 


to pump us information 

On how Sales feels about clad 
steels, 

In both praise and condemnation.” 


Home office groups present at the 
meeting were introduced to such pithy. 
and interesting ideas as these: 

Field contact on the management 
level: “. a vaiuable part of a 
balanced sales program, important to 
the customer and ourselyes.”’ 

Manufacture of special head shapes: 
“Our attitude is fine as far as high 
production runs are concerned ... but 
let’s have more flexibility. If a cus- 
tomer wants a low-cost, short-life die, 
let’s give it to him. Let’s not price 
ourselves out of the market.” 


Positive Approach 


Orders for special equipment: “We 
are leaders in our fields. Let’s main- 
tain that leadership. We must be posi- 
tive in our approach. Instead of con- 
sidering reasons why we can’t do a 
job, let’s spend the same amount of 
time figuring how we can do it!” 

Follow up on quotations: “Fast 
processing of inquiries becomes more 
important than ever. The field can- 
not follow up until it receives con- 
firmation. Numbering of all policy 
letters for permanent record refer- 
ence speeds follow up.” 
conditions: ‘“‘Cus- 
purchasing loyalty varies 
through all shades—from buying only 
because of the company or product, to 
buying only because of the salesman 
; so our motto, from one end of 
the organization to the other, should 
be: Freat every customer as though 
he were our only one.” 


General sales 


tomers’ 


Department Services 


Sales supporting services: “Lukens’ 
sales force has as complete a sales 
supporting from its head- 
quarters as any of its competition. 
Market Development activities carry 
our sales objectives from customers’ 
top management level to the newest 
estimator in the customers’ organiza- 
tion. Credit Department, working 
closely with financially weak cus- 
tomers who are and can be large pro- 
helps obtain otherwise im- 
possible sales with little financial risk. 
Service Department’s prompt and fair 
settlement of all claims and 
plaints is extremely necessary to our 
success. Market studies and product 
studies have landed jobs for us. Good 
will created by our Technical Service 
Department has been valuable beyond 
measure. Advertising has helped build 


service 


ducers, 


com- 


customer acceptance.” 

The meeting wound up with an 
overall recap summing up the field 
force’s needs: 

1. Faster quotations 

2. More competitive pricing 

3. Further improvement in product 

inspection 
4+. Firm and expedited deliveries 


Work Together 


Actually, sales and operating de- 
partments of Lukens work very 
closely together—dquite literally hand 
in glove—in producing and marketing 
the company’s highly diversified and 
specialized products. But no matter 
how smoothly oiled the workings of 
a large and complex organization are, 
they are usually vulnerable to friendly 
needling of the sales force. Lukens is 
no exception, but believes intra-mural 
criticism, delivered in a_ spirit of 
friendly fun, can sometimes be more 
incisive and constructive than dead- 
pan inter-ofice communications from 
one department head to another. 

As the background flat of Lukens’ 
home sales office went up in smoke, 
the fire laddies screamed offstage in 
their fire engine, chanting: 


“We said our piece, 
Got it off our chest. 
And gave advice 
We think’s the best. 
We'll haul our ashes, 
Got more fires to stoke. 
Help us spark sales 


And just watch our smoke!” 


Constructive 


After he had chased his gallant 
crew offstage with a fire ax, J. Fred- 
eric Wiese, vice-president in charge 
of sales, commented: 

“In my 30 years of selling, this 
was the most constructive event | 
have ever witnessed at an annual sales 
meeting. It was particularly valuable 
at this time when we are entering a 
highly competitive selling period. 

“The boys documented their needs 
with actual case histories from the 
field . . . and our home office people 
could not possibly leave the meeting 
without feeling they must do every- 
tiing humanly possible to meet the 
field sales force’s requirements.” 

Home office people bore out MIr. 
Wiese’s statement by promptly giving 
field sales and management compre- 
hensive reports of what was being 
done or what would be done to im- 
prove every soft spot in their par- 
ticular department singled out by the 
flame-breathing, smoke-eating men. 

The End 
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United’s Main Line Airway ts 


THE CONVENTION ROUTE of the NAT 


<<“ AMENTO 
RemonEsTO STOCKTON 
Sa, MyMERCED 
\ RESNO LAS 
y BAK’ 
SANTA BARBARA Q 
BURBANK 


HAWAII 


fast service day and night 
featuring United’s New 365 mph 
DC-7 nonstops, coast-to-coast! 


In only a few, comfortable hours, you can reach any 
city on this map via United Mainliner. Low lst 
class fares, including meal service aloft and many 
other ‘‘extras’’, are often lower than Ist Class rail 
travel with berth or the cost of driving your own car! 

Between San Francisco and New York you can 
fly the NATION’S FASTEST AIRLINER — United’s 
big, powerful DC-7s cruising nonstop across the con- 
tinent in just 714 hrs! United also offers DC-7 non- 


Write to: 
M. M. Mathews, 


United Air Lines 


UNITED 


Chicago 38, Ill. 


Ist CLASS Mainliner® and low cost AIR COACH service 
daily, coast-to-coast and to Hawaii. 
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5959 S$. Cicero Ave. 


CEDAR RAPIDS 
Owa City Mi 
coun OMAHA 


TLENTOWN BETHLEHEM -EASTON 
NEW YORK 


une souTH FORT, 7 
wayne ARE: st 
—e CANTON WASHINGTON\ 


gy 


stop service between Los Angeles and New York, 
New York and Chicago, Chicago and Los Angeles or 
San Francisco. 

In addition to outstanding flight service offered to 
80 cities, across the Nation and to Hawaii, United 
provides complete convention services and will gladly 
assist in planning so that you and your men can 
spend more time in your next meeting with the least 
time off the job. Get the facts today! 


Supt. of Convention Sales, 


SPECIAL FOR WIVES 
United offers a Half- 
fare family travel plan. 
Stopover possibilities 
are unlimited on Ist 
class tickets and you 
may select different 
routes there and back 
at no extra cost. 


What It Takes to Get 
Publicity at a Trade Show 


Just a little advance planning pays off handsomely in good 


publicity for your company and its products. Use press room 


at a show to expose your story to all reporters. Nine steps 


explain how to take advantage of any show's press coverage. 


By ALLEN ROSE and HAROLD A. SMITH 
Smith, Rose & Company* 


Press headquarters of a trade show 
is heart of the publicity effort upon 
which the show and individual ex- 
hibitors thrive. Stories in the trade 
and general press draw attendance. 
They can also pinpoint attention on 
exhibitors. One line in an influential 
magazine or newspaper column can 
pull hundreds of inquiries. Yet many 
exhibitors pay little or no attention 
to individual publicity. 

During a trade show held last year, 
75 writers and editors registered in 
the press room, drawn by general 
publicity during the months preceding 
the show. The exposition as a whole 
was covered in the press room with 
releases and pictures on opening and 
subsequent days of the show. 

The registered press represented 
major magazines and newspapers. 
Editors and reporters were there look- 
ing for news. General coverage of the 
show was good. But coverage of in- 
dividual exhibits suffered because in- 
dividual exhibitors did not have mate- 
rial available in the press room. A 
major trade show offers the ideal time 
for maximum publicity. It should be 
capitalized upon. 

Publicity planning must - start 
months in advance of a trade show. 
Monthly magazines require a mini- 
mum of 45 days to process editorial 
material. Show issues of monthly 
trade magazines are often made up 
farther in advance than that. Week- 
lies operate closer to publication date. 
Both groups will use genuine news, 
if they get it in time. In other words, 
your magazine publicity effort must 


*Public relations counsel to National 
Hotel Exposition and 2nd National Business 
Show, New York City. 
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be completed and set to roll two 
months ahead of show dates, if you 
want the right kind of coverage. 

What are the requirements of good 
publicity? News value is the essence. 

Many exhibitors with whom we 
have spoken about this have said, 
“Well, you know, we haven’t any- 
thing new to say about our product.” 
If that is actually the case, an ex- 
hibitor is truly hard pressed to get 
his story used. 

However, there are very few prod- 
ucts or services about which some- 
thing new can’t be said. The product 
may be made in a different way. It 
may have added, new uses. It may be 
packaged differently. It may have an 
interesting sales story. There may be 
a price angle. Or it may be possible 
to picture it in a novel, newsworthy 
situation. Any one of those is a 
legitimate reason for telling the story. 

If you have something new and 
important to talk about, the problem 
solves itself. But someone must still 
dig out the story, write it, process it 
and get pictures made. The material 
must be ready well enough ahead of 
time to get maximum use and it must 
be distributed through the right 
channels. 

It is true that plans for an exhibit 
at a majo; trade show take a great 
deal of time of a great many people. 
Exhibitors often say, “There’s just 
so much else to do, we haven’t time 
to worry about publicity.” 

Wouldn’t advance planning take 
care of many of those cases? Someone 
can usually be found to spend the 
relatively small amount of time re- 
quired to write a release and super- 
vise picture taking. If there is no one 
in the organization who can be shaken 
loose to do the job, or is capable of 


doing it, hire someone from outside. 
Perhaps your advertising agency has 
a publicity department. Or have some 
publicity firm handle it for you. Cost 
is not great, and it can pay enormous 
dividends. 

How should your material be dis- 
tributed? First of all, you should 
make a list of the monthly magazines 
you consider important in your field. 
Determine editorial deadlines of those 
issues which you want to make. Send 
your material two weeks ahead of 
that deadline in order to be able to 
answer possible requests for further 
information and to insure something 
more than a last minute glance by the 
editor. Make sure you inquire as to 
whether the magazines will have 
special issues and, if so, what their 
requirements are for editorial matter. 

Weekly magazines should be fol- 
lowed with the same procedure. Find 
out deadlines, then meet them well 
in advance. 

A word about pictures. Each maga- 
zine, and each newspaper, for that 
matter, has photographic as well as 
editorial requirements. Some want 
only straight product shots. They 
want to picture the subject as exactly 
and carefully as possible. Other maga- 
zines will use pictures of your product 
in use, with a pretty gal or some 
other person in the shot. Novelty pic- 
tures, however, are seldom suitable 
for trade or business use. A study of 
the magazines you want to reach will 
quickly give you the clues as to what 
kind of pictures they ordinarily ac- 
cept. 


Coverage 


Coverage of the daily press can be 
handled in one or two ways. 

An absolutely necessary step is to 
supply the show’s press headquarters 
with an adequate number of releases 
and pictures—a minimum of 50. 

This can be supplemented by mail- 
ing releases and pictures directly to 
the proper department in the news- 
paper. But, it must always be re- 
membered that the press comes to the 
press room and expects to cover the 
show in that way. Therefore, ade- 
quate press room coverage is a must, 
no matter what else is done. 

So far we have been talking about 
a minimum publicity effort. It is the 
least that should be done. 

Proper publicity coverage takes 
more time, and costs more. But with- 
in the proper limits, it pays off in 
proportion. 

If you are selling a line of products, 
it would pay to devote one release 
to each major product, as wel: as to 
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This “Sales Planned” Exhibit produced 
BIG results 


It dominates in size and overall design, and Crane 
Co.'s wide range of counter top lavatories was 
dramatized by showing 16 different installations, with 
standard and custom base cabinets. And a new, revo- 
lutionary line of boilers was featured through a cut- 
away, actual section to show comparative size advan- 
tage and an animated cross-section transparency that 
showed heat action. Dealer reaction and sales 


exceeded expectation. 


1954 National Plumbing Exposition, Weshington, D. C. 


... here’s another still SELLING strong 


after 9 show years! 


Named “Hospitality House’, this exhibit is de- 
signed and furnished like a smart restaurant. 
Chase & Sanborn Coffee and rolls have been 
enjoyed in its friendly atmosphere by over 
150,000 guests. A simple, planned secret of 
success — guests gre greeted by top executive 


and sales personnel. 


"'Where friends meet"’ 
ot Hotel and Restaurant Shows 


@ Exhibits will sell—when planned to sell. 
Let our experience help you. 


Ss 
QO eneral exhibits and displays, ine. 


2100 N. RACINE AVE. CHICAGO 14, ILL. 
PHONE EASTGATE 7-0100 
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TWO GREAT|HOTELS 
With a Single\7hought 


| HOTEL 
, SAN ANTONIO, TEXAS 

Center of everything in picturesque San 
Antonio. Eleven function rooms for large 
or small groups. Completely air condi- 
tioned. San Antonio, AMERICA'S FASTEST 
GROWING MAJOR CITY. 

For complete details, 

write, wire or phone 


TERRY SANDERS, 
SALES MGR. 


CONVENTIONS 


* 
SALES 
MEETINGS 


Westward Ho 


PHOENIX, ARIZONA 


dal eb - . « in the heart of 
downtown Phoenix. Availabi 
dates for groups of 50 to 500 . . April 
through December. Phoenix, the AIR CON- 
DITIONED CAPITOL OF THE WORLD. 


For complete details, 
write, wire or phone 
KARL SMITH 
CONVENTION MGR. 


supply a wrap-up story for the entire 
line. Pictures should be handled the 
same way. A picture of each product 
would be desirable for maximum cov- 
erage in the press. 

Overall success of a trade show has 
a great deal to do with individual 
success of any exhibitors. Whatever 
can be done by exhibitors to promote 
the show will help each exhibitor. 

It would be a wise move for ex- 
hibitors to begin trade show promo- 
tion well ahead of its opening date. 
Mailings could refer to exhibitor par- 
ticipation in the show. Stickers and 
envelope advertisements could feature 
the exposition. Salesmen should be 
advised to talk up the exhibit and 
should be supplied with accurate and 
full information about the show in 
general and the particular exhibit. 

It is a good idea to supply the press 
with a flow of material well in ad- 
vance of the show. This could take 
the form of releases concerning the 
exhibit. Any new display technique, 
new personnel associated with the dis- 
play, new products, could be the sub- 
jects for pre-exposition news. Even if 
only a fraction of your material sees 
print, the effort is worth-while in con- 
ditioning the press to see and accept 
your material. 

Here are some steps that should be 
taken if you wish to take advantage 
of publicity opportunities offered by 
show in which you’re exhibiting: 

1. Break the publicity effort into 

two parts—publicity prior to the 


Meeting Recording 


‘The frenzied stenographer who has to take down every 
convention panel session or question-and-answer period® may 


her way out. 
room to 
obsolete. 

With this device a secre- 
tary—or anyone with a little 
practice—can repeat into the 
mask whatever is said by 
anyone in the meeting room. 
The mask is connected: to an 
ordinary dictating machine. 

Big advantage is that the 
secretary can look directly at 
a speaker and catch every 
word for repeating. Speed is 
much greater than shorthand 
or stenotyping, according to 
Voice Reporting Co., New 
York City, manufacturer. 
Anyone can type proceedings 
by playing back on the dic- 
tating machine. Cost of mask 
is $125. 


floor for a recording, 


exposition and that during the 
show. 

2. Determine who, either in your 
organization or outside, 
to handle the job. 

3. Decide what products and serv- 
ices you want to publicize and 
what their newsworthy features 
are. 

Make a schedule of the maga- 
zines you wish to reach; study 
these magazines for editorial and 
photographic requirements. 
Schedule your publicity material 
in terms of content—background 
release on a certain date, exhibit 
release on a certain date, product 
news, personnel, etc. 

Start your material moving at 
least three months ahead of the 
show’s opening. 

Have timely releases and photo- 
graphs ready on opening day and 
make sure the press room is well 
supplied. 

Have a competent man available 
to answer questions from the 
press. 

9. Make it as easy as possible for 
reporters to get your story. 

Much can be done with preplan- 

ning of publicity. For many suppliers, 
a trade show represents the year’s best 
opportunity to use the press to fullest 
advantage. ‘he press comes to an ex- 
position to be told what’s new and 
important in your field. 

Plan to have your story ready and 

properly presented. 


is going 


word at a 


be on 


Even the battery of microphones all over the meeting 
catch discussions on the 
One person with a Repeat-O-Mask may take over. 


may become 
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SINGL 


meeting rooms 
to seat as many as 


1500 PEOPLE -«..”.. 15! 


KENTUCKY HOTEL FLAG ROOM 
7800 square feet will accommodate 
1500 for meetings, 1100 for food service. * 


. aes es 


Louisville’s KENTUCKY HOTE L 


As this is being written, 2418 people are being 
served in various banquets and dinners in the 
Kentucky Hotel—1093 of them in our great “Flag 
Room’, alone! (Several little regional meetings 
are also being held, seating as few as 10 people!) 
Which is just to indicate what great things have 
happened in this hotel. Two tremendous additions 
have been built. Air-conditioning in every meeting 
room, large or small, as well as in the lobby and 
all public restaurants, and about one-third of our 


bedrooms. In other words, the Kentucky has been 


THESE BLUEPRINTS AND 
PICTURES ARE ‘‘WORTH 
A THOUSAND WORDS!” 
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now offers facilities comparable to any in the nation 


made one of the nation’s greatest convention 
hotels—ready, willing and eager to serve any 


sort of meeting, for almost any number of people. 


Remember, too, that the Kentucky is the sister 
organization to Louisville's famous Brown Hotel 
— operated by the same management as the 
Kentucky. 


Get all the facts before you plan your next state, 
regional, national or international convention. 
The book of blueprints shown below will open 


your eyes. Use the coupon, while you remember! 


me Be 
et Sai eee 
The Kentucky Hotel 
Louisville, Kentucky 


Without obligation, please send me a copy of the 
Factbook as advertised in Sales Meetings for July, 1954. 


Name 
Organization 
Address 


eee ee eee 
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IT’S FUN. Enjoying himself to the hilt, Bob Weston 
delights in a demonstration of his devices to illustrate 
unique properties of plywood. Weston works out of one 
of 25 offices of Field Service Dept., Douglas Fir Plywood 
Assn. Most field offices are one-man operations with 
field men generally operating out of their homes. 

Fir plywood is promoted by field men who have helped 
the association to increase per capita consumption of fir 
plywood over 1,200% in less than 30 years. Field men 
are final line of contact between manufacturers who belong 
to association—and represent 95% of total plywood pro- 


duction—and ultimate consumer. 


How to “Sell” Meetings to Dealers 


Dealers can't resist asking about mystery box when field 
man calls. Curiosity is satisfied only when dealer agrees 
to have a meeting. Mystery box converts to full comple- 
ment of props to dramatize product qualities and uses. 


BY ROBERT WESTON 


Field Representative, Douglas Fir Plywood Association 


One of the big difficulties in the 
building materials field has been to 
“sell” education meetings to dealers. 
In some areas, retail dealers have 
been quick to realiz> the necessity and 
desirability of an educational program 
for their employes and customers, and 
this gives us a splendid opportunity to 
promote fir plywood. 

But, in southern California, where 
per capita consumption of fir plywood 
is higher than any place else in the 
country, most lumber yards feel fully 
equipped to handle fir plywood sales 
without any outside help. While many 
new specialty products are made by 


the fir plywood industry and new mer- 
chandising aids are offered to retailers 
by the association, latest technical in- 
formation many times is not communi- 
cated to the retail outlet. 

Faced with this problem and_ be- 
ing responsible for fir plywood pro- 
motion in southern California, I had 
to devise an effective sales meeting 
stunt. Being a native of Los Angeles 
and knowing the immunity which has 
been built up over the years in this 
area for searchlights and the fast 
pitch, I based the whole approach on 
a bold question mark. 

My prop is a large portable case 


(which I designed to utilize fir ply- 
wood, naturally) covered with olive 
drab canvas and emblazoned with a 
brilliant yellow question mark. It 
accompanies me on its rubber wheels 
on all retail lumber dealer calls. No 
reference is made to the box during 
the conversation and sooner or later 
the retailer just has to ask: ‘‘What 
you got in the box?” 

And this is all that is needed. -A 
short description of the entertaining 
and educational meeting is outlined 
for the manager of the establishment 
and a definite date is almost always 
set up on the spot for a plywood meet- 
ing. 

A real attempt to have a few cus- 
tomers also attend, generally meets 
with approval. It is not difficult to 
convince management at a retail outlet 
of the importance of having all his 
employes attend—from truck drivers 
down to the girl who operates the 
switchboard. 

After a scheduled meeting is all 
ready to go, audience of from 15 to 
100 is seated—and the author has the 
floor, then and only then is the canvas 
cover removed from the box. The 
case unfolds rapidly and the audience 
is at complete attention by the time 
the box is opened, spotlights are 
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Dealer curiosity is opening wedge... 


plugged in, water and exterior fir ply- 
wood sample have been placed in the 
beaker on the built-in hot plate and 
the master switch is thrown. 

An average meeting lasts an hour 
and covers the manufacture, grading, 
properties, uses and merchandising of 
fir plywood. Each point is illustrated 
by large blow-up photographs and 
demonstrated by hand props which are 
carried in the rear of the box. 

During the question and answer 


Mystery box quickly converts to podium... 
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period, a large pad of paper and a 
felt marking pen are used to illus- 
trate answers and describe technical 
aspects, 

The meeting is not “canned” in any 
sense of the word and is adaptable 
to any type or size of audience by 
simply varying the props and photo- 
graphs. 

A form letter is often sent out to 
announce availability of this meeting 
to a list of 100 different dealers. Bet- 


with plenty of storage space for 


to put on fast-moving, one-man show 


ter than five percent reply and, so far, 
100% of replying dealers hold a ply- 
wood meeting. Only “teaser” in these 
direct mail campaigns is a photograph 
of the author wearing a large grin and 
holding a typical meeting. 

Which all goes to prove: Meetings 
at grass-roots level are still one of the 
most effective ways to sell a sales 
story and regardless of the “‘indiffer- 
ence” of a territory, meetings can be 
sold. The End 


props 
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how Western Hotels 
hamper 


Our idea of pampering you 
is to provide the finest 
accommodations, friendliest 
hospitality and many extra services 
to make your travels easier and 
more enjoyable. Any Western Hotel 
will make reservations for you at 
any of the others without charge, 
using fast private-wire HOTELETYPE 
service. You Can arrange for 
CAR RENTALS at the same time, if 
desired. You enjoy full credit 
privileges with a Western Hotels 
CREDIT CARD and are assured of 
delicious food when ordering 
TESTED RECIPES created in our Research 
Kitchen. Children under 14 are free 
under Western Hotels’ FAMILY PLAN. 


WESTERN HOTELS 


S. W. THURSTON, President 


Executive Offices: 
New Washington Hotel, Seattle 


CALIFORNIA: Los Angeles, Mayfair 
San Francisco, Sir Francis Drake, Maurice 
Palm Springs, Hote! the Oasis 


WASHINGTON: Seattle, New Washington, 
Benjamin Franklin, Roosevelt, Mayflower 


Spokane, Davenport 

Tacoma, Winthrop 
Wenatchee, Cascodian 
Bellingham, Leopold 

Walla Walla, Marcus Whitman 


OREGON: Portland, Mu!/tnomah, Benson 
UTAH: Salt Lake City, Newhouse 
COLORADO: Denver, Cosmopolitan 
BRITISH COLUMBIA: Vancouver, Georgia 


IDAHO: Boise, Boise, Owyhee 
Pocatello, Bannock 


MONTANA: Billings, Northern 
San Francisco, St. Francis, Now Affiliated 


PUBLISHERS HAVE BOOKS DISPLAYED at cost of $3.50 each in cooperative booth. 


Co-op Exhibit Economical 


Book publishers beat high cost of displaying their wares at 


conventions with combined exhibit. Expenses too large for 
one publisher to exhibit titles, but prorated costs for 
several, companies make displays practical, profitable. 


During recent years, publishers of 
educational materials have been grop- 
ing for a solution to cure one of their 
most expensive headaches—promoting 
their titles at educational conventions 
and gatherings. 

One method used by such promin- 
ent publishers as Abington-Cokesbury 
Press, Harper & Bros., Meredith 
Publishing Co., Globe Publishing Co. 
and Charles Bennett Co., might pro- 
vide the answer not only to members 
of the book trade, but to manufac- 
turers of other products as well, who 
find promotion costs prohibitive at 
sales meetings and conventions. 


Opportunity 


For the publisher, educational con- 
ventions represent an exceptional op- 
portunity to contact the market, espe- 
cially for books used in primary and 
secondary schools. Often only a small 
percentage of a particular publisher’s 
books (such as Harper’s) are adapt- 
able for classroom use. Thus a pub- 


lisher going to an educational conven- 
tion with only a few books would 
find the cost of promotion per book 
exceedingly high. 


Cost Too High 


Thus many publishers have chosen 
not to be represented at all rather 
than spend large. sums of money for 
promoting a limited number of books. 
Others have found that the current 
cost of traveling and exhibiting have 
made exhibits of even large quanti- 
ties of educational books unprofitable. 

Other problems in the promotion 
of educational material at conventions 
and meetings include the puzzle of 
which convention to attend when 
there are conflicting dates, and the 
necessity of having to send a man 
who is more urgently needed by the 
publisher in another capacity. 

Last fall, 56 publishers banded to- 
gether under the banner of United 
Book Displays Co., with headquar- 
ters in Chicago. Purpose: To provide 
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the convention spot 
that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience MEETING AND BANQUET ROOMS 


facility, including a movie theatre, post office, MEETINGS 


i : No. of Room Max. Capaci 
photo shop, florist, gift shops and church serv- Opera ili . 500 a 
ices. There’s a real wide-open western welcome Duchin Room 100 
awaiting, so why not make your plans now! Slalom Room 100 
e P Numerous smaller rooms 20 to 50 
Convention season, early April to July 1 and 


after Labor Day to October 15. BANQUET 


No. of Rooms Max. Capacity 


Lodge Dining Room 350 
GOLF @e TENNIS ¢ SWIMMING e Continental 600 


Liquor by po lng a oe _—_ laws 
except Sunday and designate idays. 
HORSEBACK RIDING @ SKEET AND 
RATES: American Plan European Plan 
TRAP SHOCTING @® FISHING e a4 oe 


in a room RATES ON 


MOVIES @ BOWLING e@ DRIVE $18 Pe penser REQUEST 


single room 


YOURSELF SERVICE s OUTDOOR Capacity: Sleeping accommodations for 500 persons 
ICE SKATING @e DANCING FOR RESERVATIONS and- complete UNION 


information address Mr. Winston PACIFIC 


AND EVENING ENTERTAINMENT McCrea, Mgr., Sun Valley, Idaho.  Aauaiedaly 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD IILE 
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NOWHERE 


IN THE WORLD 
Will You Find Facilities 
Equal to Those of 
THE SPECIAL EVENTS DEPT. 


Here Is the First NATION-WIDE 
TALENT ORGANIZATION 


Equipped To Serve 
YOUR ENTERTAINMENT NEEDS 


la Every Phase of 
CONVENTION AND 

SALES PROMOTION 
PRESENTATIONS 


Contact Special Events Dept. 


GENERAL ARTISTS CORPORATION 
Circle 7-7550 


THE AMERICAS BLDG. 
ROCKEFELLER CENTER 


New York 20, N. Y. 
Branch offices: 
Chicago © Beverly Hills 
Cincinnati @ Dallas © London 


FOR SUCCESSFUL 
SALES MEETINGS 


Why is the Millard Bennett 
Clinic endorsed by Sales Ex- 


ecutives Clubs all over U. S. 
and Canada? 


Ask anyone who has heard this 
man speak! Ask anyone who has 
stented his Clinic in How To 
Get People To Do What YOU 
Want Them To Do. 


Send for his schedule so you 
can have your salesmen ettend 
his clinics sponsored by SEC 
Clubs across the country. 


Available for Sales Meetings 
and Conventions from Dec. | to 
Jan. 15 and June | to October 
I. 


BUSINESS ECONOMISTS 


Management & Sales Consultants 
148 East 48th St, N. Y. 17, N. Y. 


a representation service at educational 
gatherings for a nominal fee. Man- 
agers Edwin A. Edelberg and Kevin 
E. Nelson first planned to represent 
the publishers only at the Maryland 
State Teachers’ Convention in Balti- 
more, and Wisconsin Education 
Assn. Convention in Milwaukee, but 
the publishers in this field requested 
more extensive representation of their 
titles. 

Books are displayed, with a bro- 
chure available that includes each 
publisher’s name, address, titles they 
are representing, price of each and 
author. Also provided to each book 
manufacturer is a list of all those 
teachers who enter the exhibit— 
names that are later used on a mail- 
ing list for follow-up. How do they 
get the names? Through an old- 
fashioned rafHe. ‘Teachers visiting 
the exhibit sign a card with their 


name, address, position and subjects 
taught. 

Acting as the publishers’ agents at 
conventions, Nelson and Edelberg 
familiarize themselves with all books 
and discount rates, thereby enabling 
them to take orders right on the 
floor. Orders usually are forthcom- 
ing to the publishers many months 
after the convention date, since the 
exhibit generates a high degree of in- 
terest among attendees. 

In addition, exhibit space supple- 
ments the jobber’s activities in that 
it boosts sales of individual publish- 
ers’ books in that area. 

By sidestepping elaborate displays 
of their own which might cost hun- 
dreds of dollars each, book publish- 
ers now pay to the “pot” $3.50 a 
book on any quantity of books up to 
20, and $2.50 a book on any group 
over 20. The End 


"SHEKEL SAVERS" dramatize how teamwork among various zone buyers of Swift & 
Co. can mean important savings. Stunts liven up purchasing agents conclave in Chicago. 


"Sales Meetings" for Purchasing Men 


Sales-meeting techniques are now 
applied to meetings of purchasing 
agents. Swift & Company set a new 
pattern for its purchasing agents <nd 
their assistants with a new type ‘of 
meeting packed with drama, skits, 
stunts, films, models, and even a 
college band and a pet skunk. 

With a theme, “Don’t Be a Local 
Yokel,” Swift designed the meeting 
to stimulate better buying habits. 
“Our policy has always been to en- 
courage our people to buy everything 
possible in their plant area, but at the 


eame time each buyer should take ad- 
vantage of the best values available 
from any point in the United States 
or Canada,” says J. H. Clark, gen- 
eral purchasing agent. 

Much of the meeting’s emphasis 
was directed at seeing the salesman’s 
point of view. “We believe that buy- 
ers and salesmen must work together 
as a team,” says Clark. “And you 
can’t work with a salesman to the 
best advantage unless you see things 
from his side and help him under- 
stand your problems.” 
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FOR HIGHLY SUCCESSFUL SALES MEETINGS 


if nigh point iim 


in Pennsylvania’s Pocono Mountains 


84 GOOD REASONS TO SELECT A RESORT SITE 
FOR YOUR MEETING: 


1- No. getties problems 4. Everything under one roof: meeting 
rooms, exhibit space, dining rooms, 
bed rooms, etc. 

5. Plenty of recreational facilities for 

. No big city distractions relaxation after ‘‘business hours'’. 


. Assured attendance because of 
vacation aspects 


GOOD REASONS TO SELECT high point i im 


Aill-soams-with privete FOR “CHANGE OF PACE” 


bath and ‘phone : Golf, 9 and 18 hole courses 
Accommodations for 150 people Deck tennis : 


Large variety of modern Swimming pool 
meeting rooms a papi 
Visual aid equipment 
. 16mm sound movie projector 

and screen 
Public address system 


PSR errr copys rawr 


I ce to, theta on SPECIAL LOW 
‘ptedivelieionliontiontontonlieatonls GROUP RATES! 
High Point Inn 
Mount Pocono 51, Pa. Ss s 
: Att. Mr. Chas. D. Geissinger, Managing-Owner i 
Please send me, at no obligation, your detailed brochu,e describing High Point Inn's | 
per person nara 
dauble incidding | bles er a 


group meeting facilities. 
Our organization is planning a 3\ meols daily includihg 


(function) 


on or about. and there will 


be approximately 


(number) : " i 
Name. 


Address 
Title. 


Firm 


high point im 


Mount Pocono 51, Pennsylvania 
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PRESIDENT T. S. PETERSON, Standard Oil Co. of California, discusses with college professors history, growth and responsibilities of company. 


How About a Brain-Trust Meeting ? 


Try a conclave of college professors to consider your prob- 
lems. Standard Oil of California stages an | 1-day seminar 
to get benefits of best academic thinking and gets written 
reports on professors’ findings, Educators like the program. 


Standard Oil of California has de- 
veloped a new kind of meeting that 
could be part of almost any company’s 
activities. SoCal’s seminars for college 
professors provide the company with 
the best academic thinking on its 
problems, and build good will with 
valuable opinion molders. 

Each year, since 1951, SoCal in- 
vites 15 professors to attend an 11- 
day seminar. Scheduled between 
school sessions in September, SoCal’s 
seminar creates an idea exchange be- 
tween management and professors. 

‘These novel and unusual sessions 
give company ‘executives the benefit 
of the educators’ thinking on prob- 
lems facing the oil industry and give 
the professors an opportunity to study 
industrial conditions to which a large 
number of their students will be ex- 
posed upon graduation. Subjects dis- 
cussed at these seminars run the 
gamut of oil industry activities: ex- 
ploration, production, manufacturing, 
transportation, distribution and mar- 
keting research. 

Western university or college 


30 


presidents each nominate a_ faculty 
member to attend the meeting. Fac- 
ulty members with much of their 
academic life still before them, ac- 
tively engaged in teaching and of 
such academic rank as to have gained 
the respect of their colleagues and 
students, are preferred by SoCal. 
Different major fields—economics, 
history, political science, psychology, 
law, business—are represented by the 
15 chosen educators. 

The 11-day meeting, arranged by 
SoCal’s Public Relations Department, 
schedules a full program. Company 
operations are first outlined by top 
management at company headquar- 
ters, San Francisco. Flewn from San 
Francisco to oil fields iri Bakersfield, 
Taft and Kettleman Hills (all in 
California) professors spend the next 
few days examining oil fields, natural 
gasoline plants, drilling rigs and other 
facilities. Geologists, engineers and 
others explain operations and answer 
questions. Returning to San Fran- 
cisco, educators spend the next few 
days studying tank ships, refineries 


and other installations. 

Group activities are followed by in- 
dividual study. Each professor delves 
in more detail into the operational 
phase of most interest to him. Per- 
mitted to inspect any operation, with- 
in reasonable distance of San Fran- 
cisco, professors are given fullest 
company cooperation with no effort to 
influence either findings or decisions. 
‘The meeting and study are well plan- 
ned and complete—even stenographic 
help is provided faculty members. 

During the meeting’s last two days, 
top management and other invited 
guests are given the benefit of faculty 
findings and suggestions. These re- 
ports are later bound into folders and 
distributed to management members 
and faculty participants. 


Report on Problems 


At the 1953 seminar, professors 
reported on problems facing the com- 
pany: (1) T'wo-fold problem of for- 
eign operations — investments and 
dollar shortage. (2) Should it, and 
how can the Standard Oil Company 
of California’s annual report be modi- 
fied for the small stockholder? (3) 
How can universities improve their 
program of training petroleum engi- 
neers? (+) How should the oil 
industry bring about a better under- 
standing of the necessity for a petro- 
leum conservation law in California ? 
(5) Problems of land-lease methods. 
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DRILLING OPERATIONS in San Joaquin Valley oil fields... 


(6) Industrial wastes and the public 
relations aspects thereof. (7) To 
what extent should Standard Oil 
Company af California engage in 
fundamental research? (8) Do ad- 
vantages of company-operated service 
stations outweigh their disadvantages ? 
(9) Is it fair to the employe to 
evaluate his position and not him? 
(10) How can business and industry 
be of more help to the schools and 
how can schools be of more help to 
business and industry? 

‘Travel expenses, hotel accommoda- 
tions, meals and incidentals are borne 
by Standard Oil of California, in ad- 
dition to payment of a stipend to each 
faculty participant. 

Standard Oil of California benefits 
many ways from the professors’ ob- 
servations and wherever it has been 
feasible has acted on their suggestions. 
‘The company admits there has been 
no effort to measure results of 
the educators’ part in the program, 
but perhaps the words of Professor 
DeBrum, a member of the ’53 session, 
would indicate the direction the 
meetings are taking. Said DeBrum: 
“We (faculty members) commend 
Standard Oil Company of California 
for its fine leadership in organizing 
and sponsoring th’s series of seminars. 
My hope is that this idea is ‘con- 
tagious’ and that many other for- 
ward-looking businessmen and_in- 
dustrial enterprises will likewise make 
it possible for business and educators 
to study together, to talk frankly and 
freely about economic and educational 
issues and developments, and to work 
together in harmony for the preserva- 
tion of the good things of our way 
of lite as well as for continuous im- 
provement in our total social-economic 
system.” The End 
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and experimental procedures in research lab are studied. 


PROFESSORS inspect core samples—earth formation—at Elk Hills, Calif. 


SoCal's 1953 Academic Group 


These educators participated in Standard Oil of California's seminar to 
tackle problems facing the oil industry: O. Robert Anderson, professor, 
Accounting, University of Santa Clara; Edward G. Brown, professor, Busi- 
ness Policy, University of Washington; S. Joseph DeBrum, professor, Busi- 
ness Education, San Francisco State College; Edwin Ding, professor, Eco- 
nomics, College of the Pacific; J. D. Fenn, head, Department of Business 
Administration, Pepperdine College; Lyman A. Glenny, assistant professor, 
Government, Sacramento State College; Arthur W. Gutenberg, assistant 
professor, Economics, Arizona State College; H. Bowman Hawkes, professor, 
Geography, University of Utah; Philip S. McAllister, professor, Business 
Administration, Lewis and Clark College; James G. McGovern, dean, School 
of Engineering, Gonzaga University; Jack E. McKee, associate professor, 
Sanitary Engineering, California Institute of Technology; John C. Paulus, 
associate professor, Law, Willamette University; John A. Putnam, pro- 
fessor, Petroleum Engineering, University of California; Robert D. Sprenger, 
professor, Chemistry, College of Puget Sound; Ernest A. Strathmann, 
professor, English, Pomona College. 


SANTA BARBARA, CALIFORNIA- for Your Next Conference or Convention 


SANTA BARBARA MAR 
TUM j, MMM Convention Bureau MONTE HOTEL 


MIRAMAR en — SANTA BARBARA 


Really combine business and pleasure—meet 
HOTEL RESORT in beautiful Santa Barbara, the Fiesta city. 


Free from hustle and bustie, with superb 

climate—yet only 100 short freeway miles from o Ps 
3 metropolitan Southern California. Beside the Blue Pacific 
ey From luxury resorts to Large or small groups find hospitality 


/ excellent downtown they'll long remember at the Mar Monte 
21 Garden Acres by- an, commercial hotels and : . 


- - in romantic Santa Barbara. 
: motels, you can fi 
the-Sea 2 sy |] your needs. No charge 


You can be as active here as you for conference or audi- Complete facilities for 
torium facilities. 


wish, or relax as you please. yo >. convention or confer- 
Accommodations for conventions any agers f Whether your meeting ence. Even a beachside 
size to 300 guests—or sales meetings Lop E is for 30 or 3,000—you'll hall for meetings. 

—with 5 private dining or session enjoy the unusual Enjoy Continental cuisine 
rooms. Cocktail lounge, dining room, ~ i charm of Santa Bar- in the Riviera room. 


and modern garage. jj - bara. pono Kg No 
Miramar's private sandy beach will European and Amer- six nights a week. 
delight you. Heated swimming pool, a ican plans available. Moderate rates — Euro- 
also tennis, shuffle board, croquet. Literature upon pean plan. Group_ rate 

7 P - + inquiries invited. You'll 
Just 90 miles from Los Angeles, in : request. be warmly welcomed by 
suburban Montecito. Special group | Ladd For Deteils. write: our staff. 
rates on request. European plan. Your , CONVENTION oe 
inquiries will receive the personal BUREAU ae 

Chamter of Owner-Manager 

Commerce 


interest of — 
William P. Gawzner, P. ©. Box 299 —_—— 


Manager , M A RP = 


BLUE ROOFS BY THE BLUE SEA 


Santa Baubaa 


we Fn ay SANTA BARBARA SANTA BARBARA 


oe - LARGEST HOTEL-MOTEL 
GION GATE sero more 
PROJECT IN THE WORLD! 

COVERING 28 ACRES FROM OCEAN TO BAY 

A TROPICAL PARADISE IN NORTH MIAMI BEACH 

y . . : QUIET, SECLUDED, YET CONVENIENT TO 

THESE FEATURES. ' a, eS lm CHURCHES, SCHOOLS, THEATRES, 


* GAY CABANA CLUB ‘’ — RACE TRACKS, NIGHT LIFE 
OUR PRIVATE BEACH : a ' 


YACHT CLUB * BOAT DOCKS , > PARK AT YOUR 

THREE SWIMMING POOLS a : OWN DOOR. 

CHILDREN’S SUPERVISED PLAY- in ; Select Clientele 
GROUNDS « TENNIS COURTS ° ie ~ OPEN 

TWO COCKTAIL LOUNGES © CAFETERIA =k - js % . YEAR ROUND. 

DINING ROOMS * SOLARIUM * MASSAGE 

STEAM ROOMS © RADIO EVERY ROOM 

TELEVISION® WATER SKIING* ALL OTHER WATER SPORTS 

TUNNEL UNDER COLLINS AVENUE * SHOPPING CENTER 

COVERED GARAGE © FREE PARKING, 800 CARS a ae 

MEDICAL CENTER * SMART SHOPS © DEEP SEA FISHING BOATS “ " 
PLANNED ENTERTAINMENT * DANCING * GAME ROOMS = 


100% AIR CONDITIONED THROUGHOUT THE YEAR 
CONVENTION HALL SEATING 500 PERSONS * BANQUET ROOMS 


OTHER 
RESORT CAN 
OFFER ALL OF 


Phone North Dade, 


JOHN M. DUFF, JR., GEN. MGR. 19400 COLLINS AVENUE, MIAMI BEACH 41, FLORIDA 
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EXHIBIT CLINIC 


Survey Reveals Problems and Plans 


Of “Average” Exhibitor 


Show selection is the greatest 
problem of more than half of exhibit- 
ing companies, according to early re- 
turns from a SALES MEETING survey. 

This study of current exhibiting 
plans and problems was directed to 
companies that are known to have 
participated in trade and industrial 
shows during 1953. A mailed ques- 
tionnaire was sent to companies that 
appeared on exhibitor lists of three 
trade shows and five industrial shows. 
Respondents include companies that 
have as few as one (or no) shows on 
their 1954 schedules and as many as 
two dozen or more. 


Problems 


Asked to check the three greatest 
problems “when planning or partici- 
pating in an exhibit,” 55.12% checked 
“selection of right shows.” Next big- 
gest problem, checked by 37.17%, 
was “scheduling and supervising 
booth personnel.” Right behind was 
“development of exhibit theme,” 
checked by 35.89%. 

Other problems checked by ex- 
hibiting companies were: 


“Proving show value to company man- 
agement” —34.61% 

“Following up leads after the show’— 
32.05% 

“Shipping and handling of exhibit”— 
28.21% 

“Getting exhibit designed and built”— 
19.23% 

“Getting adequate 
erection” —8.97% 


labor for exhibit 


A little more than 5% of respond- 
ents listed additional problems, and 
3.84% wrote that they have no 
problems. 


Hours 


Show managers are often puzzled 
by what hours are best to schedule 
for a show. This question of show 
hours was put to exhibiting companies 
with this result: 44.87% do not want 
show hours to go past 6 pm; 48.71% 
prefer to have night hours limited to 
“a day or two;” and only 2.56% in- 
dicated that “there should be night 
hours every day.” 
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Seniority should prevail when ex- 
hibit space is allocated, say most ex- 
hibitors. “Older exhibitors should get 
preference” was the answer given by 
74.350 when asked the question: 
“How should exhibit space be allo- 
cated?” A drawing for space alloca- 
tion is favored by 15.40 and only 
10.25% are in favor of parceling out 
booth areas on a “first come, first 
served” basis. 


Restrictions 


Most exhibitors are in complete ac- 
cord with managements that 
place restrictions on their activities. 
Asked what restrictions they favor, 
93.58% agreed that amplified sound 
that is audible in aisles or adjoining 
booths should be prohibited. Highly 
contraversial subject of exhibit height 
was covered by the survey. Exhibitors 
were asked how they feel about an 
eight-foot height limit on display 
material—aside from actual machin- 
nery on display. Well over half— 
60.75%—want show managers to 
maintain an eight-foot height limit. 

A little more than half—52.56% 
—want show managers to “forbid 
contests, guessing games and games of 
chance” at trade and industrial shows. 
Giveaways would be limited to prod- 
uct samples and literature, if 55.12% 
of exhibitors had their way, according 
to the survey. 


show 


Attendance Analyses 


As many show managements have 
suspected, exhibitors are not inclined 
to show too much enthusiasm for 
attendance analyses. Only 19.23% 
find breakdowns of attendance “of 
great value.” Majority of exhibitors 
—57.69%—find such analyses “of 
some value,” while 20.51% find them 
“of little value” and 2.56% said they 
have “no interest” in attendance 
analyses supplied by show manage- 
ment. 

If you find most shows in which 
you participate are getting bigger each 
year, here is why: Almost a third of 
exhibiting companies—32.05%—have 
more shows on their 1954 schedule 
than they did last year, while only 


One Minute, 


Please! 


Let us introduce ourselves and introduce 
you to the best in attention getting: 

@ CONVENTION EXHIBITS 

@ P.O.P. PRODUCTION EXHIBITS 

@ ITINERANT DISPLAYS 

We'd like to send you a quick description 
of how our persuasive displays have 
increased sales for many important firms 
Write us today and, if you like, enclose 
your specifications for prompt quotations. 


Visit us in Cincy! 


1634 GEST ST. 
CINCINNATI 4, OHIO 
GRandview 7500 


Sure, I'd like to know how to attract more 
interest and sales. Send me your story today! 


Name 


Firm 
Address. 
Ce 


State. 


= de dh de tn tn th te pt tb bt bb LAA LALLALGLLGLAAALALALALALADS 


or 


personalized 
exhibits 


Messmore & pamon 


That 


our finished product reflects a 


“something extra” in 


client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 

We build to help you sell. 
May we fill this role for you? 
Messmore and Damon 


1461 Park Avenue 
New York, New York 


ywewwuwwveuwweweweweweweweweweweweeee* 
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12.82% say they have less. More 
than half—55.12%—are entering the 
same number of trade and industrial 
shows this year as last. 

“Average” exhibitor will partici- 
pate in 5.2 trade or industrial shows 
this year. This is a mean average. 


State and county fairs, as you might 
expect, are not popular with industrial 
companies. Because this survey was 
directed to industrial companies gen- 
erally, results showed that the “‘aver- 
age’ company will participate in only 
.2 state or county fairs this year. 


One always stands out... 


IN EXHIBITS IT’S 


NEW YORK'S LEADING 


. DESIGNERS AND BUILDERS OF 


ao Be 
CORPORATION 


DISPLAYS AND EXHIBITS 


@ WRITE FOR BOOKLET M 


96-20 43rd AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


For Business— 


250 rooms © Banquet facilities for 650 © Theatre 
seating 700 @ meeting rooms seating 10 to 
75 @ Within block of auditorium holding 1200 
s —_ sound movie projector @ Air condi- 
joned. 


For a Meeting They'll Remember 


: coast—its West Coast! 
Be, 
ai The 


Hort Harrison Hotel 


For convention details write Angie Barker, Sales Manager, Ft. Harrison Hotel, Clearwater 6, Fia. 
Or contact Atlantic International Hote! Service: New York CIRCLE 5-6727, Chicago CENTRAL 6-6846 
Convention rates at the JACK TAR Hotel on the beach at Galveston. Texas, October to April 


Bring them to the largest air-condi- 
tioned resort hotel on Florida's coolest 


Clearwater, Florida 


Special Convention Rates 
April to January 


For Pleasure— 


Fresh water temperature controlled pool ®@ 
Private beach ©@ Exercise, Massage, and Steam 
Rooms @ TV in most rooms @ ing greens 
® Cocktail lounge with eg! entertainment @ 
3 golf courses and charter fishing fleet minutes 
away. 


If the question on ‘“‘most valuable 
shows to your company” can be in- 
terpreted, trade and industrial shows 
in United States and Canada are find- 
ing high favor with exhibitors. Al- 
though exhibitor lists to eight shows 
were used as a basis for this survey, 
more shows were named as one of 
the five most valuable than the num- 
ber of returns received. Returns to 
this question, however, are open to 
many questions. First, many com- 
panies that enter five shows or less 
would be inclined to list every show 
in which they participate as ‘most 
valuable.” A truer picture of value 
may be ascertained if answers were 
tabulated from only exhibitors who 
participate in many shows. Of course, 
some exhibitors who are in less than 
five shows did not include all their 
shows under ‘‘most valuable.” 

An interesting statistic was devel- 
oped by this study of exhibitor plans 
and problems. Three-quarters — 
76.9% — of exhibitors checked that 
they have ‘‘a special follow-up system 
for leads acquired at shows.” And 
while a third of exhibitors—32.05% 
—checked ‘following up leads after 
a show” as a problem, many of these 
same exhibitors claim that they have 
a special follow-up system. From this 


Delegates Agree! 
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mmodating ] 


ooms 
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you might draw two conclusions: truck dealers on ““The ABC’s of Dis- that one out of every five persons who 
Either the “special” follow-up sys- playing at Fairs, Rodeos and Trade visits a truck exhibit is in a position 
tems are not too effective, or many Shows.” to influence a purchase.” 
exhibitors tend to brag that they have GMC prefaces its how-to-do-it Before outlining suggestions fo1 
a special system when in fact they outline with the statement: “A good physical handling of exhibits, GMC 
don’t. exhibit attracts attention, interests tells dealers: ‘Don’t be a halfway 
“What is the title of the individual people, sells trucks.” Advising exhibitor. When you do decide to 
in charge of your company’s ex- dealers to “get into show business,” participate in a show, don’t make it 
hibits ?”’ was asked of exhibiting com- GMC suggests that they “take ad- a halfway measure. It is preferable 
panies. More than a dozen titles were vantage of opportunities to display to exhibit in only one show a year— 
mentioned by respondents. Sales man- your trucks—and reap the payoff in and do it right—than to take part in 
ager, assistant sales manager and sales rising sales.” half a dozen on a cut-rate basis. Only 
promotion manager supervise exhibits Getting down to cases on show a first-rate display can give you first- 
for 34.6% of companies. Advertising value, GMC says: “It’s estimated rate results.” 
manager and assistant advertising 
manager were named by 21.78% 
Presidents of some companies—6.41% 
—are in charge of exhibit activities 
while vice-presidents have this re- or — eee (COUPON) ee eee ee eee 7 


sponsibility in 10.24% of exhibiting 
Dear Capex: 


companies. (How many of these vice- 
presidents are v-p in charge of sales 
was not indicated on returns.) Title 
of manager was listed by 8.97% of 
companies as the man in charge of 
exhibits, and all other titles accounted 
for 12.82%. 


1AM TIRED... 


1 AM TIRED of toting a truckful of tools to conventions. 


1 AM TIRED of staggering around for many hours with 
back-breaking sections of displays, right up to the opening 
of the show. 


Help Dealers Exhibit 


GMC Truck & Coach Div., Gen- 
eral Motors Corp., is a firm believer 
in exhibit value and has produced a 
colorful 20-page booklet for GMC 


1 AM TIRED of going through the same obstacle course 
in reverse when we have to tear down and get off the premises 
by an unreachable deadline. 


1 AM TIRED of shelling out for freight and handling 
charges in three figures—each way—to get our behemoth 
back and forth. 


1 AM TIRED of going to a show two or three days be- 
fore opening date to get our super-colossal exhibit set up, and 
then sticking around a day after the show closes and acting as 


| a canvas boss to get it repacked. 


1 AM TIRED of seeing, as I sweat, more and more “smart 


light case, remove and set up sections single-handed, make a few 
passes with some fibreboard locking devices, plug in a couple of 
cords, dust off their hands, and saunter away whistling toward 
the nearest oasis—all in twenty to thirty minutes. 


1 AM TIRED of realizing that these quick-up (and quick- 
down) displays seem to be just as attractive as mine, with a 
variety of good-looking and practical designs, bright colors, 
clean art, sturdy construction. 


For Pete’s sake, Capex! Send me the story, along with 
your 1954 Portfolio of Designs. My address is on the company 
letterhead to which I am pinning this. 


Yours exhaustedly, 


to..f 
= romp 


done Dill MOF | Prejab exhibits 


cookies” at every show walk into their booths, open up one skinny, | 
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SALES 
> LSTITETE 
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. 
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LEADER'S GUIDE 


MEETING MATERIAL: guides, records, handouts, filmstrips, mailers. 


Capsule Conferences 
To Up-grade Salesmen 


RCA Victor Television Division uses a series of 30-minute 


conferences to strengthen basic weaknesses of retail TV 


salesmen. Filmstrip with sound carries the weight of these in- 


formal conclaves. Distributor salesmen stage the meetings. 


There are three basic weaknesses in 
appliance salesmen today, according 
to RCA Victor Television Division 
and small training conferences are 
RCA’s answer to the need to develop 
better salesmanship. 

A nationai survey, conducted for 
RCA by Amos Parrish, Inc., shows 
a distinct cleavage between good tele- 
vision salesmen—who earn an average 
of $10,000 a year in big cities—and 
poor ones who turn over rapidly. 
Through the medium of 30-minute 
conferences, RCA hopes to bring up 
the level of salesmanship in retail 
appliance sales with the assurance that 
it will enjoy its share of increased 
television sales. 

This is what RCA learned about 
weaknesses in television salesmen: 

1. Poor salesmen ignore prospects 
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who browse, or are overpowering in 
their aggressive approach to prospects. 

2. Salesmen have difficulty in an- 
swering customer objections. 

3. Prospects often are not asked for 
orders, . 

Some 25,000 to 30,000 retail sales- 
men are expected to attend RCA’s 
series of coaferences which studiously 
avoid the label “training’’ meetings. 
Under the title “RCA Victor Sales 
Institute,” a series of three 30- 
minute conferences have been devel- 
oped and more are in prospect as 
soon as results of the current series 
are evaluated. 

“The Sales Institute” is being con- 
ducted by RCA’s distributor salesmen 
and has an additional goal to that of 
upgrading retail salesmanship. RCA 
wants to establish distributor sales- 


men as sales-technique specialists who 
will gain added respect and prestige 
with dealers. 

Based on three filmstrips in color 
—‘‘Meet the Customer,” ‘““What’s the 
Answer” and “Closing the Sale’— 
retailer conferences have been “‘pack- 
aged” for simple presentation to small 
groups—none over 15 persons. These 
films, all 10 minutes in length, are 
accompanied by +5 rpM records cued 
to each picture frame. 


Format 


Format of conferences includes 2 
one-minute opening statement by dis- 
tributor salesman, presentation of 
slide film, discussion of material in 
film and closing remarks by con- 
ference leader. Distributor men are 
given key questions to use to stimu- 
late discussion by assembled retailer 
salesmen. Complete instructions on 
planning, staging and conducting con- 
ferences are outlined for distributor 
salesmen in a “Leader’s Guide.” 

Emphasizing that the Institute is 
designed “to teach, not preach,” the 
guide sets forth the objective ‘‘to 
help retail television and radio sales- 
men make more sales: by using the 
sales knowledge they now have, but 
sometimes forget to apply; by ac- 
quiring additional effective sales tech- 
niques and skills.” 

Conference leaders are given three 
steps for running the meeting. “Make 
your introduction brief,” they are 
told. “Otherwise, you'll kill off a 
group’s enthusiasm before you really 
get started. Purpose of your open- 
ing remarks is to focus salesmen’s 
minds on the subject at hand. Be 
informal, but businesslike. You don’t 
want the group to feel they’re back 
in school, but you do want them to 
be ready to learn.” 

When showing the film, leaders are 
told to: “Give your audience a 
break. No matter how often you've 
run the film, be enthusiastic; it’s the 


? 


first time for them! 
Discussion Period 


In the third step of meeting pro- 
cedure, leaders learn that the objec- 
tive of the discussion period is to 
induce the group to think. “Anyone 
who has been selling television or 
radio for any length of time will 
have met with sales problems that 
touch on the topics of meetings. So, 
call on members of the group to 
relate their personal experiences re- 
garding these selling principles.” 

To get discussion going, RCA 
Victor’s Leader’s Guide suggests: 

1. Ask one salesman to describe a 
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How movies lighten the load for Lightnin Mixer salesmen 


When you sell heavy equipment like an 
industrial mixing machine, you can’t 
carry the product around in your brief 
case. In the case of LIGHTNIN MIX- 
ERS, some of which weigh a ton or 
more, selling problems are further com- 
plicated because every mixer is made to 
solve a specific fluid-mixing problem. 
Selling the engineering principles in- 
volved is a prerequisite to selling the 
equipment itself. 

So the Mixing Equipment Company, 
makers of LIGHTNIN MIXERS, let 
movies do the demonstrating. Their 
16mm. film, ‘Fluid Mixing,”’ dramatizes 
—in color and sound—the efficiency of 
modern mixer design. 


Movies help keep people 


~ 


To interest trovelers in seeing California by air, United Airlines recently 


on the move... 
in UNITED MAINLINERS 


“THE BIGGEST BENEFIT from our 
movie program,” a Mixing Equipment 
representative says, “‘is that all important 
buying influences in a customer company 
can be concentrated in a single presenta- 
tion. One recent showing, for example, 
pulled in an audience of 250 engineers. 
That's a lot of buying influence. And it 
represents a tremendous saving in selling 
costs, too.” 

The movie has also proved ideal for 
training new representatives. And thou- 
sands of future prospects are now learn- 
ing about Mixing Equipment through 
showings to engineering classes at many 
colleges. 

Kodascope Pageant Sound Projectors 


are used by company representatives to 
show the film. They like Pageants be- 
cause maintenance problems in the field 
are eliminated by the exclusive pre-lubri- 
cation feature. They find Pageants are 
easy to set up and operate, too. And the 
projector’s amazingly faithful sound re- 
production is mighty important when 
showing the film to a large audience. 

For dramatic selling that’s convenient, 
economical, and effective, use movies 
shown with 16mm. Pageant Projectors. 
Pageant prices start at a remarkably low 
$375 (subject to change without notice). 
Ask your Kodak Audio-Visual Dealer 
for a free demonstration or mail the 
coupon for full details. 


EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N.Y. 
Please send me the name of the nearest Kodak Audio-Visual Dealer and 


complete information on equipment checked: 
(€) Kodascope 16mm. Pageant Sound Projectors 


made a 16mm. Kodachrome movie, ‘‘A World in a Week—Coalifornia."’ 


It's an unusual movie with a built-in birdman's-eye view. Many unique 
shots in the film were taken by two remote-controlled 16mm. Cine-Kodak 
Special I! Cameras mounted in aluminum boxes on the plane's tail. 


NAME 


C) Cine-Kodak Special Ii Camera 


POSITION 


COMPANY 


During the past few months, the film has been shown to hundreds of 


schools, clubs, and travel-minded groups. Already United has noticed an 


increase in bookings. 


STREET. 


This is the sixth traffic-boosting United Airlines film to be made with 
Cine-Kodak Special I! Cameras. Perhaps you, too, have a selling or public- 
relations story that can be told more dramatically and effectively in movies. 
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The. Original 
TaBLet Arm CHaiR THAT FoLDs 


IMITATED BUT UNEQUALED 


. 
* Only (lo 0 can be used 


equally well for ordinary seating... with the [MJ cushioning 
| : " a CLARIN PLUS 
arm folded down at the side. feature. 


Foam rubber 


e 
ae Only (A craic let you lift the arm 


out of the way as you sit down or stand up. 


. 
e Only ( V7, chairs are engineered and built to Clarin 


standards of strength and quality. 


Write for full information: Clarin Mfg. Co., Dept. 59. 
4640 West Harrison Street, Chicago 44, Illinois 


There is a Clarin Steel Folding Chair for every 4 
ge from nurser 
school to adult—and for every need—the only complete line none 
Write for Free Illustrated Catalog. 


ERED QUALITY MAKES THE BIG DIFFERENCE IN FOLDING CHAIRS 


recent sales experience of his own. 
Have him select an instance related 
to the topic of the meeting. 

2. Describe an imaginary sales situ- 
ation and set up a specific problem. 
Then, ask some member of the group 
how he would handle this situation. 

“A discussion period is a pooling 
of sales ideas,” says RCA in describ- 
ing the value of its conference tech- 
nique. “It enables each person to 
profit from the suggestions and ac- 
cumulated experience of all the sales- 
men present. Each salesman is stimu- 
lated to think about problems which 
confront all members of the group.” 


Ask Questions First 


To group leaders, RCA says: “It’s 
a good idea to ask your questions 
first, and then call out the name of 
the person you want to answer it. 
This gets everybody thinking, instead 
of just the individual called on.” 

At the close of a 30-minute meet- 
ing, leaders sum up_ key _ ideas 
brought out in the course of dis- 
cussions. ““Your wind-up should thank 
the salesmen for attending,” RCA 
tells conference leaders, ‘‘and an- 
nounce the topic for the next Insti- 
tute meeting, along with time and 
place where it will be held. 

“Before passing out take-home ma- 
terial, hold up a sample. Describe it 
and outline its contents. Urge each 
man to pick up a copy after the 
meeting for a personal review of the 
topic. Finally, urge the group to put 
into daily use the sales ideas that 
have been presented. Ask them to try 
them out before the next Institute 
session. Tell them you would be 
interested in hearing and discussing 
their individual experiences at the 
next meeting.” 

The entire Institute program was 
tested on RCA Victor’s field sales 
staff. 


Changes Necessary 


Noting reactions, RCA had changes 
made in the films to develop an easier- 
to-understand story for retailers. 
Films, produced by On Film, Inc., 
Princeton, N. J., are light and hu- 
morous. Professional male and female 
models were used and professional 
actors recorded the script. 

Field staffmen are trained to stage 
Institute meetings for distributor 
salesmen who in turn hold meetings 
for their customers and customer 
salesmen. Each distributor salesman 
plans his own meeting dates and 
times and makes all physical arrange- 
ments. 
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IMMEDIATE INFORMATION AVAILABLE BY LOCAL TELEPHONE IN THESE CITIES: 


CHICAGO CE 62100 
ke WASHINGTON RE 0865 
BOSTON WU 2-222? 
KANSAS CITY WE 6100 
ST. LOUIS ce S770 
PITTSBURGH «= AT 1-688 
FORT WORTH FA 315) 
SAN FRANCISCO YU 6-4621 


: a For Flexible Facilities 


=|) in midtown New York 


; Make Yours a 


\ Biltmore Meeting or Convention 


Offering 22 air-conditioned meeting rooms for groups of 10 to 1,000, the world-: 
famous Biltmore is ready to tailor its facilities and service to the exact require- 
ments of your next convention, meeting or trade show. Six popular restaurants . . . a 
supremely central location . . . a wide range of distinctive, outside rooms and suites. 
Let us tell you today how our complete, well-trained staff can relieve you of many 
details, and work with you to assure a successful, smooth-running convention. 


f Paul F. Chatelain, Promotion Manager 
Direct elevator from fo } 1 | 
Cree Cenrat Satin |: / |) Ge iltmore 
i? x Hf Madison Ave. at 43rd St., New York 17 
Frank W. Regan David J. Martin eA ; MUrray Hill 7-7000 + Teletype: NY1-3494 


President Vice-President ‘ 


Put PLEASURE on your program 


Choose GALVESTON 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for | 
swimming and sunning. 

In addition to hotel meeting rooms, the fabu- 
lous Pleasure Pier has 36,000 sq. feet of 
exhibit space and an air conditioned dance 
room, ideal for meetings, banquets and dances. 


AFFILIATED NATIONAL HOTELS 


ALABAMA TEXAS P 3 wa 
HOTEL ADMIRAL SEMMES Mobile MOTEL STEPHEN F. AUSTIN: Aust a BUCCANEER HOTEL 
HOTEL THOMAS JEFFERSON Birmingham t IN umon' > : / 
DISTRICT OF COLUMBIA HOTE y wey / wes a ‘ GALVEZ HOTEL 
HOTEL WASHINGTON Weshingten BAKER ~ ws D ese ty a" 
INDIANA i CORTE of . . JEAN LAFITTE HOTEL 
0 C ves - - 


HOTEL CLAYPOOL «.. Indianapolis 


‘ al 7 
LOUISIANA - z Geiveston 3 ee , _ =. AR ~ - CORONADO COURT HOTEL 
JUNG HOTEL New Orleans ONADO COURTS ee “i 4s ‘ . 

HOTEL DESOTO New Orleans : + 


veston ea j y 
C Laredo d > 
NEBRASKA 4 

xT $ lin 

HOTEL PAXTON Omoha HO : 7 4, 
NEW MEXICO OTEL MENGER Antoni ; 
HOTEL CLOVIS Clovis ANGELES COuRrTS nionio Ju 
VIRGINIA - , 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE Mountein Lake 


A 
¢4 
HOTEL WADE HAMPTON Columbia HOTEL MONTICELLO Norfolk Z és 


ia iti dg I ic “@ AFFILIATED NATIONAL HOTELS 


IGTON—Execut 
CHICAGO-Mohowk 45100 MEXICO CITY—10-4800 Television or radios in guest rooms 


‘COMRLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASURES. 


SM/JULY 1, 1954 


39 


A M OF THE MINDS... 

7 \ 
Conventions are always on our minds ... and the convention 
members who've been coming here for as long as 18 years 
(like Connecticut Mutual) keep us in mind, too. We're easy to 
remember because everyone here, from the manager to the doorman, 
is a past-master at making conventioners feel at home .. . 
and the spacious buildings and grounds are specifically geared 
for large, happy crowds. It’s not too early to reserve your 
convention date for the 1955-56 season ... so dictate 
that letter of inquiry now. 


f AIR-CONDITIONED, SOUND-EQUIPPED MEETING ROOMS for 25 to 1200 « 
WORLD-FAMOUS FOOD, AMERICAN PLAN RATE ¢ ENTERTAINMENT * PROGRAM FOR LADIES « 


AMPLE EXHIBIT SPACE ¢ Olympic Swimming POOL * 1000 FT. OF OCEAN BEACH « 
4 TENNIS COURTS « 18 Hole GOLF COURSE * COCKTAIL LOUNGES 


When great minds meet, they do it at the... 


A Few Available 

Dates Remaining 

for 54-55 Season: 
Jan. 16-19 
April 10-13 


April 28 - 30 
May 7 on (for HOLLYWOOD BY THE SEA IN FLORIDA 
J .W. Tyler, Sales Mgr. N. Y. Office: 400 Madison Ave. 


500 or more) 
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OUR 50™... 
ANNIVERSARY YEAR... 


will see 


the completion of a 
$4,000,000 modernization program. 
The Bellevue will continue to be— 
in the next half century as in the last 
—a hotel of world-wide distinction. 
“New in face—Old in grace” 


BENNETT E. TOUSLEY 
Vice-President and General Manager 


THE 


BROAD AND WALNUT STS., PHILADELPHIA 2, PA. 


Props have been kept to a minimum 
in both weight and number. A TDC 
Vivid projector, light in weight and 
in a carrying case—that holds the 
records and film—plus a collapsible 
screen and take-home booklets, are all 
he needs. ‘The Seminar screen is set 
up on a desk or table, at right angles 
to the projector. In daylight, it pro- 
duces a clear image, comparable in 
size to a 17-inch television picture. 
Both screen and projector are made 
available to distributors—for use by 
their salesmen—at a total cost of $62 
which can be deducted from coopera- 
tive advertising funds. 

Complete promotional kits have 
been developed for the Institute. In 
the kit is an announcement brochure 
for dealers to detail the story of the 
Institute and its benefits. A set of 
three catchy post cards to remind 
dealers of meeting dates and sites are 
in the kit, along with “Course Com- 
petition Certificates” that are awarded 
to dealers and dealer salesmen who at- 
tend the Institute’s three conferences. 


Sample Letters 


RCA Victor sends sample letters to 
distributors in the kits. One letter ex- 
plains the reason for the development 
of the Institute and is to be mailed 
with a brochure to each dealer. The 
letter is to be signed by the distributor 
and advises dealers to make sure to 
arrange meetings next time the dis- 
tributor salesman calls. 

A sample “thank you” letter, to be 
sent out to dealers after they and 
their salesmen attend an_ Institute 
session, is included in the kit for dis- 
tributors, Distributors need not re- 
produce the exact letters, but can use 
them as a guide, RCA tells them. 

Institute meetings are in the hands 
of distributor salesmen from start to 
finish. They can be scheduled at 
distributor headquarters, at dealer 
stores, in hotels or anywhere con- 
venient for dealers. Hours, too, are 
set at dealers’ convenience. They may 
be in the morning before the store 
opens or after store hours. 

“You can expect to hold meetings 
under all sorts of conditions,” RCA 
tells distributor salesmen, ‘‘but always 
try to get a well-ventilated space, 
where your group can see and hear 
comfortably.”” They are advised to 
check their equipment in advance of 
a meeting and are provided a simple 
check list. 

Each session leader is to maintain a 
log of dealer attendance and a sam- 
ple form is supplied by RCA, along 
with sample scripts for opening and 
closing remarks at each of the three 
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sessions. A take-home booklet for 
each session is supplied in quantity 
to distributors. Booklets re-empha- 
size materials covered in the Insti- 
tute sessions with the aid of cartoons 
and short, punchy copy. 

To promote attendance at Insti- 
tute meetings and to stimulate inter- 
est, RCA suggests several contests. 
First contest is “Get ’Em All.” Dis- 
tributors are advised to make awards 
to the salesmen who get the highest 
percentage of their assigned accounts 
to attend all three meetings. Distribu- 
tors are supposed to post a scoreboard 
with every salesman’s name on it and 
with a weekly tabulation of results. 
Weekly sub-prizes are suggested to 
stimulate extra interest during the 
contest period. 


Awards 


“Everybody Benefits” is another 
contest suggestion. This contest pro- 
vides awards to distributor salesmen 
who get the largest percentage of 
dealers and dealer salesmen to attend 
each meeting. “Be an Expert” con- 
test makes an award to the distributor 
salesman who completes all three 
meetings for each of his assigned ac- 
counts in the shortest period of time. 
Salesmen who can obtain the greatest 
number of signed letters from dealers 
and dealer salesmen expressing their 
views of the Institute, can be awarded 
prizes in the “Get the Facts” con- 
test suggested. 

“You're the Judge” is the last con- 
test suggestion offered by RCA. This 
is designed to generate more interest 
in the Institute program by distribu- 
tor salesmen—the men who stage the 
sessions. To win an award, meeting 
leaders must submit opinions in 100 
words or less on any of these sub- 
jects: 

1. Effectiveness of the Institute as 
training program 

2. Dealer reactions to program 

3. Role of RCA Victor products 
in boosting retail sales 

4. Ways of conducting more effec- 
tive sales training meetings 

5. Most important training help 
for retail salesmen. 

Nothing in the Institute program 
is the result of “ivory tower plans,” 
says J. M. Williams, advertising man- 
ager, RCA Victor’s Home Instru- 
ments Division. Everything in the In- 
stitute sessions is a result of analytical 
survey of actual needs in the field. 
Future sessions will be based on the 
results of the current program which 
is enjoying an enthusiastic dealer re- 
ception. 


The End 
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An Outstanding Convention! 
at the BIG. Kiyul York in 


Metropolitan Toronto 


Only an overnight trip from many 
U. S. business centers, the largest 
hotel in the British Empire welcomes 
big conventions! Grand location in 
Canada’s industria! metropolis...in 
the center of Toronto's business, 
theatre and shopping districts. 


1200 comfortable radio-equipped 
rooms...spacious Convention Hall... 
luxurious Banquet Hall with stage and 
organ...Ball Room...exhibit, meeting 
and secretarial rooms... 16 and 35mm 
sound movies and trained operators... TO RO NTO 
portable P. A. system. 

A Friendly 
For relaxation, name bands and Canadian Pacific Hotel 
entertainers... restaurants and coffee 4 
shop that serve superb meals. And ; 
always, Canadian Pacific’s thoughtful, Goes 
skilled service. 


Convention Manager handles all details! Write Royal York, Toronto, or 
Canadian Pacific, 581 Fifth Avenue, New York 17, N. Y.; 80 Boylston St., 
Boston 16, Mass.; 39 South LaSalle St., Chicago 3, Ill.; Convention Traffic 
Department, Canadian Pacific Railway Company, Windsor Station, Montreal. 


“PRIVATE” SALES MEETINGS 
take place in booths at Triple 
Industrial Supply Convention, 
Madison Square Garden, New 
York City, in May. 


What Good Are Exhibitless “Exhibits” ? 


Nine years since its birth conference booth "trade show" 


is still with us and growing. 


it serves a communication 


function between distributor and manufacturer that pleases 


both. Saving in time and money give event its major appeal. 


How did the enigma, exhibitless 
“exhibits,” come upon the American 
industrial scene? Why does this 
“emergency” plan still exist ? 

Early in World War II when, in 
the interests of the war effort, na- 
tional exhibitions were banned, R. 
Kennedy Hanson conceived an ersatz 
event. This year marked the ninth 
successive year of the idea’s incep- 
tion. 

Hanson, professional manager of 
trade associations and business con- 
sultant, Washington, D. C., reasoned 
that although exhibitions were out of 
order, there still existed a strong 
need for manufacturers and distribu- 
tors to confer with each other at a 
level where an overall picture of re- 
gion by region, as well as of the 
country as a whole, could be covered 
at one time. He then: devised a plan 
for booths, minus exhibits, manned by 
top management of interested manu- 
tacturers, where distributors could 
drop in by choice for short or lengthy 
conferences with manufacturers. 

Born of necessity, conference “ex- 
hibits”’ seem to find a place in manu- 
facturer-distributor relations. With 
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the winding up of the annual Triple 
Industrial Supply Convention, held in 
New York City for the first time, it 
was again proven that the conference 
booth program does operate to smooth 
out a large number of wrinkles in 
production and distribution problems. 
Triple Industrial Supply Convention, 
May 17-19 this year, brought to- 
gether members of Southern Indus- 
trial Distributors’ Assn., National In- 
dustrial Distributors’ Assn. and 
American Supply & Machinery Man- 
ufacturers’ Assn. 


317 Booths 


For one day of this year’s con- 
vention, 9 AM to 5 PM, convening 
distributors attended 317 separate 
conference booths in Madison Square 
Garden. Displays were limited to a 
simple, uniform name placard. 

Distributors conferred on indus- 
trial conditions throughout the coun- 
try, asked questions about equipment 
and distribution. Booths were manned 
by top officials—often company presi- 
dents—and at the end of the day they 


estimated that each booth had _ re- 
ceived an average of 47 distributors, 
owners of distributor companies from 
all over the United States and from 
sections of Canada. 

“Conference booth program,” says 
Royal W. Ryan, executive vice-presi- 
dent, New York Convention and Vis- 
itors Bureau, “is a remarkable idea. 
It marks a tremendous saving to 
manufacturers and distributors. 

“Tmagine how much time and what 
great traveling expenses would be in- 
volved for each distributor if he 
called on almost 50 plants throughout 
the country. Conversely, it would cost 
companies an equal amount to send 
out top-level management—calibre of 
executive in attendance at booth—to 
47 distributors. 


Relations Keynote 


“In other words, this year in New 
York, 14,829 calls on manufacturers 
were made by distributors in a single 
day during Triple Industrial Supply 
Convention.” 

Since R. Kennedy Hanson origi- 
nated the idea for Triple Industry, 
plumbing and heating, hardware and 
automotive supply groups have adopt- 
ed conference booth programs, and 
the idea is still growing. This plan 
operates as “private” sales meetings 
for distributors. It seems to function 
successfully at distributor conclaves 
because distributor-manufacturer re- 
lations rather than products are key- 
noted. 

The End 
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HAD WE LONG BEACH 


California 


* 
2 2 fF 
YY ; PJ 


~ .. orvthe shows of the blue Pactto 


Excellent Exhibit and Meeting Halls 
Largest Auditorium in the West 
" Convention and Trade Show Know-How 
V : Fun — Around the Clock, Around the Year 
/ Hundreds of Nearby Scenic and Recreational Attractions 


Y Top Hotels — Adjacent to Municipal Auditorium 


write now for more information 


LONG BEACH CHAMBER OF COMMERCE 


200 East Ocean Boulevard 


WILTON HOTEL LAFAYETTE HOTEL M. E. TAYLOR & SON 
210 East Ocean Blvd. Broadway & Atlantic Exhibit Contractors 
1501 Oregon Ave. 


LONG BEACH, CALIFORNIA 
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LUNCHEON TABLES ARE ARRANGED so salesmen need not leave seats to view parade 
of new trailers right through Cleveland Municipal Auditorium. Each stopped 30 seconds. 


MODELS ON PARADE are later exhibited in lower level of auditorium. Specialists 
were on hand to point out new features for more than 500 salesmen from three countries. 


Even Giant Trailers 
Can Get Into the Act 


Parade of more than 40 trailers was included in Fruehauf's 


national sales convention. It took Cleveland's Municipal Au- 


ditorium to house the event which saw results in 48 hours. 


It did not take long for the sales 
enthusiasm generated by the national 
sales convention of Fruehauf Trailer 
Co. to produce concrete results. In 
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one 48-hour period, following the 
meeting, Fruehaut’s sales force turned 
in orders for 670 units. Orders were, 
for the most part, for one or two 


BY NORM A. ROWE 
Vice-President, The Allman Co. 


units. In addition, the company has 
noted a definite upturn in trailer or- 
ders from the vocational, or private, 
users. 

Idea of a national convention such 
as was staged in Cleveland Municipal 
Auditorium originated during a flying 
trip to the company’s Avon Lake 
plant during the latter part of 1953. 


‘In the company plane were Lon 


Schneider, vice-president and director 
of sales, Fruehauf; L. C. Allman, 
president, The Allman Company, 
Fruehauf’s advertising agency, and 
several other agency and company 
executives. 


Inspiration 


Inspired by the visit to this—the 
largest trailer manufacturing plant in 
the world—someone suggested that it 
would be a fine thing if the entire 
Fruehauf sales force could visit the 
plant. This chance remark opened 
the way for discussions of a national 
meeting of Fruehauf salesmen. Then 
the Allman staff went to work on the 
project. 

From the beginning, a proper dis- 
play of trailers was considered a 
“must.” Consideration was first given 
to using a theater. It was felt, how- 
ever, that a static display of the units 
just wouldn’t be sufficiently impres- 
sive. 

Because the Avon Lake plant is 
only a few miles west of Cleveland— 
on the shores of Lake Erie—Cleve- 
land was the logical city in which to 
hold the convention. Next step was 
to find a suitable building in which 
to stage it. 

When it was learned that Munici- 
pal Auditorium could be obtained— 
and that it would accommodate a 
parade of trailer models—convention 
plans were quickly finalized. 


Seating 


Plans included a runway through 
the auditorium—for the parade—and 
a seating arrangement for salesmen, 
so that they could be fed, and view 
the parade later, without leaving their 
seats. 

Fruehauf salesmen from three 
countries—the U. S., Canada, and 
Brazil — were in attendance — over 
500 of them. They came with all 
expenses paid by the company. They 
were put up at the best hotels and 
enjoyed the best of everything while 
in Cleveland. 

As each salesman walked into his 
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House Your 


Entire Convention Under One Roof 
aud. 
All Your Exhibits on One Floor 


PLANNED SINGLE FLOOR CONVENIENCE 


BALLROOM 
CAPACITY 


EXHIBIT SPACE . . . over 40,000 square feet of air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS . . . accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED... . near Marskall Field’s and the 
Merchandise Mart, in the heart of the theater district. 1501 REDECORATED GUEST ROOMS .. . 
every room with radio, many with TV and air coaditioning. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT INTO THE SHERMAN .. . the only hotel in Chicago that gives you 
this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales. 


SHERMAN = 


CHICAGO'S MOST CONVENIENT HOTEL 


Randolph, Clark and La Salle Streets 
Telephone: Franklin 2-2100 
Teletype: CG 1387 
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IDENTIFICATION 


BADGES 


ADVERTISING BUTTONS 


SOUVENIRS 


- 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical items. Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion. 


WRITE for 
prices, 
required 


PARISIAN 
NOVELTY COMPANY 


3510 So. Western Ave. 
Chicago, Ill. 
Manufacturers Since 1897 


catalog, samples, and 
stating probable quantities 


TACTS, COAST-TO-COAS 

IWS AND EXPO- 
SITIONS OF EVERY KIND. IN BOTH AUDI- 
TORIUM AND HOTEL LOCATIONS, ANY- 
WHERE IN THE U.S. A UR COMPLETE 
SERVICE INCLUDES ORGANIZING, FINAN 
CING, SPACE SALES, PUBLICITY 
MANAGEMENT DETAILS. IF 
A TRADE SHOW PROBLEM OR IDEA THAT 
PEQUIRES DEVELOPMENT AND FROMOTION 
WE WOULD LIKE TO HEAR FROM YOU 


MAKE YOUR NEXT 


CONVENTION 
PAY ITS 
OWN WAY 


— By Staging A Trade 
Show At The Same Time! 
We Will Handle Every De- 
tail For You 
---onA 
Percentage Basis! 


Wm. Baker & Associates 
Trade Show Management 


3302 Dodge Street 


hotel room, he was “greeted” by a 
life-size cutout of Vice-President and 
Director of Sales Lon Schneider. 
Standing on the dresser, the cutout 
read: “Glad To See You—Let’s 
Grow.” Last two words were the con- 
vention theme. 

First morning, salesmen breakfasted 
by divisions. Old timers and new 
timers rubbed elbows and shared the 
same tablecloth. 

A 15-piece orchestra played as the 
salesmen settled in their seats. Fol- 
lowing introductory remarks, the 
show got under way. First off were 
skits in which professional actors took 
part. 


Four Skits 


In the skit on sales training, a 
character designated as “Blessing 
Counter” reminded Sid, the sales- 
man, of the numerous sales advan- 
tages Fruehauf salesmen enjoy—ad- 
vantages which should be used on 
every deal. 

Another skit developed the theme 
of Fruehauf engineering superiority, 
showing how Fruehauf engineers 
study shipping trends—and accord- 
ingly build to suit needs of shippers. 
Still another skit stressed the impor- 
tance of Fruehaut’s coast-to-coast 
service and parts coverage in getting 
—and keeping—customers. Final skit 
stressed importance of moving used 
trailers as rapidly as possible, 

All of these presentations were 
generously spiced with gags and good 
humor which helped to punch home 
the convention theme, “Let’s Grow.” 

More than 40 Fruehaut trailers 
were spotlighted in the model parade, 


right through the auditorium, a show 
of products which the company had 
never attempted before. Result was 
sensational, 


Parade Impressive 


As each trailer was stopped, for 30 
seconds in the center of the runway, 
an announcer highlighted its prin- 
cipal features. In addition, slide films 
showed hidden construction features 
for all new models introduced during 
the parade. The parade was impres- 
sive as evidenced by spontaneous out- 
bursts of applause that greeted each 
new model as it came onto the con- 
vention floor. It made the men realize 
what an outstanding line the com- 
pany has to offer. The spontaneous 
enthusiasm brought tears to the eyes 
of many old timers —a rare thing 
among sophisticated salesmen. 

A banker who attended the meet- 
ing was amazed that “‘men would 
actually cheer a trailer.’ This ex- 
presses, as well as any words can, 
the attitude of the men towards the 
products they sell. 

Every trailer that was shown in the 
model parade was placed on exhibit 
for first hand inspection by salesmen. 
Product managers and specialists in 
different lines explained outstanding 
product features. Many questions 
were asked—and answered—and men 
learned, in a short time, what might 
have taken months to assimilate by 
any other method. 

It took two long speakers’ tables to 
seat all members of top management 
who were present at the dinner that 
night. Top management was out in 
full force, which brought home to 
salesmen the importance that manage- 


SKITS AND PLAYS, staged by professional actors, were first part of the two-day 
conclave. A 15-piece orchestra was included in this—the company's biggest convention. 
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LIFE-SIZE CUTOUT of V-P Lon Schneider 


welcomed salesmen in hotel rooms. 


ment attaches to sales. At every man’s 
place was a tie clip in the form of a 
shovel, to remind him that he had to 
dig for business. 

Salesmen were taken to the com- 
pany’ huge Avon Lake plant in 
busses—complete with hostesses who 
pointed out interesting spots in Cleve- 
land and explained the plant tour- 
to see normal production in the 
plant. Thus, salesmen saw how exclu- 
sive manufacturing methods build 
quality and long life in Fruehauf 
trailers. They saw precision tech- 
niques and inspections that go into 
the manufacture of each Fruehauf 
trailer. 

Personnel Institute President Mor- 
ris Pickus presented V-P Lon Schnei- 
der with an achievement trophy, pro- 
claiming him Fruehalf “salesman of 
the year.” Presentation of this trophy 
is to be an annual event. 

Final huddle—on afternoon of 
second day—brought the convention 
to a close. Enthusiasm that had been 
two days akindling, burst forth at this 
final meeting. It ran so high that 
parades were staged by division men 
—in the manner of political conven- 
tions—with the paraders challenging 
the seated divisions to “take them on”’ 
for a sales contest. There is no ques- 
tion that this was the most enthusi- 
astic convention ever held in the his- 
tory of the company. 

“T left the convention with an en- 
tirely new feeling—a complete sense 
of security about the future of our 
company and the people in it—a feel- 
ing that was never quite so positive 
and specific in my mind before,” said 
President Roy Fruehauf. He pre- 
dicted an achievement of $500 million 
annual sales by 1960. The End 
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SUUTHAALL ALLL 


en 


{|| unin" 


of every type 


The Rice is a businessman’s hotel, designed 
and staffed to fill his needs for fine 
food and restful accommodations as well as 
ideal meeting and entertainment facilities, for 
groups of a handful to several thousands 
100°% air-conditioned, of course. Garage service 


For sales meeting or convention information 
write George B. Adams, Exec. Ass't Mgr 


the Conbally Located, 


ICE 


Houston’s ‘Welcome to the World” 


CHOOSE THE MAGNIFICENT 


at abe Woods,| New Hampshire 


\600-capacity Grand Baliroom thd 10 other meeting rooms 


Sightseeing-cog railway to summit of Mt. Washington 
and other scenic trips 

Experienced, attentive convention staff 

Conventions welcomed May 15 to July 1 and during 
September and October 


Write to Oscar Johnson, Vice-President, or 
ROBERT F. WARNER, Inc. * 588 Fifth Avenue, N. Y. 36, N. Y. © JUdson 


also in Boston, Washington and Chicago 


America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


MBLTD Studios 


2304 PACIFIC AVE., ATLANTIC CITY, N. J. 
Phone 4-3942 


Complete Show Decorating and 
Display Installation Service 


© DRAPES e SIGNS 
¢ BOOTH EQUIPMENT 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition --- 
Sonja Henie Ice Revue—International 
Live Stock Exposition—International 
Kennel Club Dog Show—International 
Dairy Show and Rodeo—The Chicago 
Home of the National Metal Exposi- 
tion—International Heating and Ven- 
tilating Exposition and other leading 
Industrial Expositions. 

e 


260,000 Sq. Ft. Exhibit Space 
440,000 Sq. Ft. after Nov. |, 1954 
Individual Halls 
4,000 to 55,000 Sq. Ft. 

e 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
* 

Free Parking for 4,000 Cars 
15 Minutes from Loop Hotels 
o 


International Amphitheatre 
42nd & Halsted Chicago 9, Ill. 


PRODUCTS FOR PLANNERS 


New Items on the Market for 
Meeting and Exhibit Planners 


Lecterns: two newly-designed lec- 
terns with elevation devices have just 
been introduced. International Busi- 
ness Machines Corp. announces 
several additional devices for its lec- 
tern, above. 

IBM’s lectern may be raised a 
total of seven inches with push-button 
control. Top section may rise or 
lower and its reading table may be 
tilted at various angles for reading 
convenience. Base section has two 
shelves which provide ample space for 
holding a tape recorder, amplifier, 
record player or other equipment. Top 
section is removable from the base for 
use on banquet table. 

Features of IBM’s lectern include 
a clock, a timer with a light that 


warns the speaker when he has only. 


a minute leit, and side microphone 
mounts for use of two slender micro- 
phones for minimum interference 
with the audience’s view of the 
speaker. Five additional mounts pro- 
vide for broadcasting and recording 
microphones. A Teleprompter can re- 
place the reading board. 

Hi-Lo is the newly developed, 
motor-driven lectern produced by 
Detroit Lectern Co., Detroit. A flick 
of a switch (arrow) adjusts the lec- 
tern, right above, for use by those 
who are not of “average” height. 

With an adjustment height range 
of eight inches, Hi-Lo standard 
model, shown below, measures 24 
inches across the front, 20 inches 
deep, has a minimum height qf 38 
inches and maximum height of 46 
inches at the back. 

IBM's lectern is finished in wal- 


nut. Hi-Lo is available in all stand- 
ard finishes. 


Paper Clip: A new medium to 
promote a trade show, an exhibit or 
sales meeting is the paper clip. Pro- 


duced by Green Duck Mfg. Co., Chi- 
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If you’re conyening in Miami-Miami Beach 


\" } \/ 
FLY EASTERN and... 


@ gain at least one extra day for fun in the sun, or be back at your 
desk one day earlier. 


@ visit the beautiful islands of the Caribbean. See Puerto Rico, 
Virgin Islands, Nassau, Havana or Mexico after the convention 
.. at little extra cost. Ask about the Group Leader Plan. 


@ take your wife and family along... they'll love it! 


WRITE OR CALL: Convention Manager, Eastern Air Lines, 10 Rockefeller Plaza, 
New York 20, N.Y. or your local Eastern Air Lines office 


\ 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


on 1 4 e ‘ 

“Host to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 


in each. Address Convention Dept., Affiliated National 
Hotels, P. O. Box 59, Galveston, Texas, o° call Galveston 5-8536 


New Orleans San Antonio, Tex. 
JUNG HOTEL t MENGIR HOTEL 


B\\V 


Norfolk\\Va al 
MONTICELLO HOTEL PAI ON HOTEL 


Dallas, Tex. Columbia, S. C. Yew 
BAKER HOTEL WADE HAMPTON HOTEL - ca 
San Angel 


Birmingham, Ala 
THOMAS JEFFERSON HOTEL CACTUS wore 
Laredo, Tex. Beaumont, Tex. ‘ity 
PLAZA HOTEL EDSON HOTEL 
Washington, D. C fstin 
WASHINGTON HOTEL STEPHEN F Austin HOTEL } 


El Paso, Tex. Mobile, Ala. ms a 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL  / Ea 
Indianapolis, Ind Brown ood 

CLAYPOOL HOTEL BROWNWOOD HovEL 
Galveston, Tex. Lubbock, Tex. 

GALVEZ HOTEL LUBBOCK HOTEL 
BUCCANEER HOTEL 


New Sag ey Hotel Clovis, N. M.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Other Affiliated Marlin, Tex.—Fails Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronade Court 
National Hotels Hotel, Miramar Courts San Antonio, Tex.—Angeles Courts 
Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washington—Executive 36481 
Chicago—Mohawk 45100 Mexico City—10-48-00 
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descriptive 
folders 

and full 
information, 
write: 


STEAMSHIP CO. 
P. O. Box 1349, Miami 8, Fla 


ACROSS THE BORDER 


The Most Outstanding Canadian Year-Round Resort 
THE ALPINE INN AND COTTAGES 
52 MILES NORTH OF MONTREAL 


Welcomes You to This Wonderland of the Laurentian Mountains 
for Your Future Conventions, Meetings or Banquets 


The Picturesque Alpine Inn Can Offer You 


I—Accommodation for 200 guests. leading Department Stores, Masquerades 


2—Food in the best tradition of the French ote ‘ . 
Cuisine with a choice of Vintage Wines to 4—Comfortable Lounges with open Stone Fire- 
enhance your meal. places and Mount Baldy Room with its 


P . popular Alpine Style Bar 

3—A variety of entertainments such as: 9- . mie . 

Hole Golf Course, Swimming Pool, Tennis 5—A Spacious Dining Room overlooking the 

Course, Ski-Tows, Ski School, Horse Shows, North River. 

Aquacades, Fashion Shows by Montreal é—Private Room for Meetings. 

The Alpine Inn is a Cardy Hotel which means service, courtesy and com- 
fort. The name of “Cardy” is a byword in the Canadian Hotel Industry. 

Every reason to visit the Laurentian Mountains in the Province of Quebec 
for your next Convention or Meeting. 


THE ALPINE INN WELCOMES YOU 


For information and reservation, apply THE ALPINE INN, 
Ste. Marguerite Station, Que., CANADA 


® THE BEST BUY FOR GOOD SELLING 
dn expertly designed program of entertainment, integrated 


with your sales message, and beamed directly to your per- 


sonnel and customers... WILL SELL FOR YOU! 


Jack Morton Productions 
@® DESIGNERS @ COUNSELORS ®@ PRODUCERS 


America’s Finest Entertainment 


WASHINGTON: 1025 CONNECTICUT AVE., N.W. NAtional 8-4273 
NEW YORK CITY: 550 FIFTH AVE. COlumbus 5-4253 


A Nation-wide Service + Write for Details 


cago, “Ad-Clips” are standard pape 
clips with a patented little metal 
“billboard” that carries a colortul 
message, slogan or logotype. 

Added to direct mail or regulai 
correspondence, Ad-Clips are sai 
create special interest and serve % 
reminder of an event. 

According to the manufacturer, the 
clips are low in cost and available in 
unlimited color combinations. 


Convention Badge: [ual - purpose 
convention badge is offered by Art- 
more Plastics Corp., Cumberland, 
Md. Plastic badge serves as a luggage 
tag after the meeting. 

One side of the badge s colored 
plastic, die-stamped with an asso- 
ciation’s or company’s logotype. Re- 
verse side is clear plastic undet 
which a card is slipped with the dele- 
gate’s name and address. 

Badges are produced in many 
colors and come with a small chain 
that fits through a lapel hole and later 
can be used on a luggage handle. 


GIVS FREE 


ORCHIDS 


to the ladies — flown from Hawaii 
for a few cents each! . . . to 


¢ Introduce New Products 
¢ Introduce New Models 
¢ Increase BUYING Traffic 


and you'll get 


MORE SALES! 


Write today for new price list and brochure 
of many HAWAIIAN FLOWER GIFTS for 


promotions. 
Dept. SM 74 


H. C. KRUEGER-FLOWERS OF HAWAII 


670 S. Lafayette Pk. PI., Los Angeles 57, Calif. 
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7 SOLID REASONS FOR CHOOSING 


Puerto Rico... 


| Modern, air-conditioned hotels—4 within walking distance 
AIR COACH FARES @ of one another. 
TO PUERTO RICO : “ oe 
ein eel ieee God 2 Roomy convention halls with ample exhibit space 
' $128.00 e 


round trip and committee rooms. 
New York-Miami-San Juan- 


New York “Circle Trip” 151.00 3 Ideal weather. 1000-to-1] assurance of sunshine. Average year 
® 


Chicago-San Juan through- ‘round temperature 76 degrees. 


service (via Miami) round 

trip 186.60 « ce me |, ' 
Only a few hours by air from any part of the U.S. No passports, 

Miami-San Juan direct, round : : 

trip 86.00 cs 


no customs, no travel red tape, no foreign currency. 


Detroit-San Juan (via Miami) 174 00 


round trip : : = : 
Cleveland-San Juan (via @ Special, low Spring and Fall convention rates. 
Miami) round trip 165.60 F 
Federal Tax Extra 3.000 miles of hard-surfaced, well-marked roads lead to 
6. 


palm-fringed beaches, picturesque mountains, historic 
cities and fortresses. Drive-yourself cars available. 


Excellent shopping, pool or surf swimming, golf, wonderful 
deep-sea fishing, sporting events, exciting night life. 


Complete details from 
PUERTO RICO VISITORS BUREAU 


(An Agency of the Commonwealth of Puerto Rico) 
Room 3813, 600 Fifth Ave., New York 20, N. Y. 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 


ALABAMA TEXAS 
HOTEL ADMIRAL SEMMES ae Se coe nee o> 
HOTEL THOMAS JEFFERSON Birmingham 2 iN eo 
DISTRICT OF COLUMBIA BROWNWOOD " > 
HOTEL WASHINGTON Washington TEL BAKER 
. Dalla 
2 


TEL TRAVIS 
INDIANA 


OTEL CORTEZ 
OTEL CLAYPOOL " mols >) BUCCANEER 
HOTEL CLAYPOOL iP 7 ALVEZ 
LOUISIANA C 
JUNG HOTEL New Orleans Oo 2 
eee CHECK THE HOTEL DESOTO New Orleans ear ; 


NEBRASKA 


“ a 
>T wt . 
HOTEL PAXTON Omoho n 2 . wt 
5 on An 
NEW MEXICO 5E i 
HOTEL CLOVIS Clovis ANGELES COURTS toni 
VIRGINIA 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE Mountain Loke 
“J HOTEL WADE HAMPTON Columbia HOTEL MONTICELLO Norfolk 
‘ TELEPHONE 
NEW YORK—Murray Hill 66990 


WASHINGTON—Executive 3648) 
CHICAGO—Mohowk 45100 MEXICO CITY—10.4800 


Uf lidle/, Wlloref, Heel 
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{ WIDGETS 


i ARE WIOGETS 
ABIGGER £ ARE 
: Ps STRONGER 


WIDGETS 
INC. 


WIDGETS 
LAST J 
‘A LONGER J 


SCATTERED FACTS—hard to remember. 


CHEAPER 


WIDGETS 
ARE 


GOOPETS HAVE 


BIC 
ADVANTAGES 


1. LAST LONGER 
2. COST LEss 

9. SAVE Time 

A. INCREASE speep 


J. TWICE AS steong 
6. NEED NO OiLiNG 


COMPLETE STORY—easier retention. 


What They Don't Know Hurts You 


If they can't remember what your exhibit tells them, you 
should know it—and do something about it. Exhibit impact 


studies can tell what show visitors see and remember and 


what you can do to improve recall of your sales message. 


BY JOHN T. FOSDICK - 


Is it hard for you to believe that 
audience research at a trade or indus- 
trial show might lead to an increase 
in booth attendance or impact. by 
20% or more? It is for some com- 
pany exhibit managers. 

Since my last article (SALES MEET- 
INGs, April 15, 1954) several ex- 
hibitors have indicated that a 20% 
increase in booth attendance as a re- 
sult of research sounds like an exag- 
gerated figure, particularly for ex- 
hibitors who feel they do a reason- 
ably good job. If anything, a 20% 
increase in impact as a result of a 
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Research Editor 


research study is a conservative figure. 
To understand this, let’s examine the 
elements in a typical exhibit that can 
be studied and improved by research. 

Every exhibit planner and designe: 
is faced with decisions on what color 
to use for background, color of signs 
and copy, placement and lighting of 
products, use of motion, contests, op- 
erating equipment and related items. 
If a demonstration is to be used, 
should it be placed on the aisle where 
it will receive maximum attention, 
or will it do a more productive job 
near the back of the booth? If your 


demonstration is on the aisle, will 
visitors stop to see it, then leave with- 
out seeing the rest of your display— 
perhaps because they find all en- 
trances into your booth blocked by 
crowds that are attracted by your 
demonstration ? 

What colors are safest to use for 
large signs or other displays located 
on the aisle or at the edge of your 
booth—where they may be influenced 
by exhibit hall lighting, or that of 
the nearest exhibiting neighbor? Are 
some colors that appear attractive in 
normal light of your office going to 
wash out or be difficult to read unde 
exhibit conditions ? 

When exposition managers try to 
sell you more space, are they actually 
doing you a favor? Is your booth too 
small for the sales job you are trying 
to do? What is the optimum size for 
your story and your products? 

Are you getting your sales message 
across to show visitors in a form that 
is easy for busy executives to remem- 
ber? There may be hundreds of othe: 
exhibitors—perhaps a dozen or more 
competitors — who are striving to 
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FLY NATIONAL... the Convention Airline 
TO MIAMI... the Convention City 


THE NEWEST, MOST MODERN FLEET IN PEP YOUR SALES WITH “P.E.P.” 
THE NATION! Fly National, Airline of the Stars, to 
Miami and Miami Beach...combine a perfect vacation 
with a truly successful sales mecting! 


National's sure-fire Personnel Encourage- 
ment Program offers travel and all-cxpense 
vacations as valuable incentive _ for 
National is equipped to fly both large and small groups, your salesmen. Ask us for detai 
and will arrange all transportation details. For further 

National Serves 17 Florida Citie 
information, contact your nearest National ticket office orida Uities 


or write direct Convention Dept. ; National Airlines, Inc.; ...- More Than Any Other Airline! 
3240 N.W. 27th Ave.; Miami, 42 Florida 


NATIO NAL AIRLINES ear 


4 = —fhiline of lke Mae —<—— Only 58 minutes away. Exclusive four-engine 


DC-6B flights. Just $36, round u ip, plus tax! 


THE HEART 


..- OF THE BEST CONVENTION LOCATION 
IN THE NATION Convenient location, close to rail and 


oir travel facilities, Public Auditorium, Stadium, business, 


s! 


entertainment, and shopping area is one reason for The 


Hollenden’s popularity with convention delegates 


CLEVELAND’S MOST INTERESTING HOTEL 


Long noted for its warmth of hospitality and friendly 
service, The Hollenden has always attracted interesting 
people. To meet their demands, a continuous improve- 
ment program is maintained. 1000 guest rooms are 
newly decorated. 7 restaurants and bars provide exciting 
atmosphere, good food and entertainment. 


{ CONVENTION HEADQUARTERS 


The Hollenden has one of the finest plans in the 


country for conventions, exhibits, meetings, banquets, 
A _\ ; etc. A selection of newly decorated rooms equipped with 


THEA TRIC A ry all facilities for successful private gatherings. 


Wa OPPING HOTEL-OPERATED AAA GARAGE ATTACHED 


THE AUDITORIUM] - ROBERT P. JOYCE JOHN F. NOLAN 
te: General Manager Sales Manager 
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make permanent impressions on “‘yout thought that they were not getting Having used effective light, motion 
prospects.” their full share of show audience, and and good design, this company dis- 
Have I raised a number of ques- suggested that the company drop the covered that less than one out of 10 
tions in your mind? Let us take up show if it could not get a first-floor of the men it was interested in reach- 
some ot these points in greater de- location. ing were passing its booth without 
tail. Here are some illustrations of Audience research proved to this noting it. Most of the people the 
what can happen—and has happened company that nearly all visitors company wanted to reach were stop- 
and how research can lead to im- reached the third floor, and that its ping for a visit at the booth. After 
proved impact on show visitors and location was no handicap. It was analyzing these results from an im- 
greater recall of your message: reaching as large a proportion of its pact study, the company remained in 
Some vears back an exhibiting com- potential customers as was a first- the show—and in the formerly dis- 
pany at a large four-floor industrial floor competitor and, because of space puted location—and planned to take 
show was unhappy about its booth rate differentials actually was making full advantage of its opportunity. 
location. Members of the sales force its contacts at a lower unit cost. The psychological value of knowing 
you are exposed to your best pros- 
pects is a fine stimulant to formerly 

disgruntled salesmen. 


Only | Booth Size 


Abraham Lincoln is attributed with 
having said that a man’s legs should 


f 5 be long enough to reach the ground. 
2 if , An analogous statement may be made 
we of booth space. While a spacious, 

airy exhibit is pleasant and perhaps 

conducive to visits, the governing fac- 

tor should be the equipment or mer- 

; . - chandise displayed. If the typical 


e é booth visitor cannot mentally sepa- 

d rate what he saw and recall the items 

Florida : which should be of interest to him— 

. if he turns away from your booth be- 

> Dees cause it is too crowded for him to 

Offers All These Advantages We, 4a reach certain sections, you need more 

° F 4 space. And decisions on space sizes 

For Your Next Convention can be based best upon accurate 

re) S | M . i knowledge of what a visitor remem- 
r ales eeting : bers after he has left your exhibit. 

Closely related to considerations 

@ Easy to reach — pivotal Florida city ! 2 of booth size is the method you select 

ae to get your sales message across. 

. Your typical visitor is not going to 

@ Full-time professional staff; modern, ; go out of his way to get your sales 


convention-wise hotels ! message. If you have five points of 
aeiiiee a superiority for your product, let him 
@ Reduced rates during spring and fall! know that there are five points. 


@ Perfect climate year ‘round! 


@ New, air-conditioned auditorium and amphitheater 
adjacent to hotel area! Message Recall 


© Special facilities for small groups ! 


I am reminded of an impact study 
for an exhibitor that displayed vari- 
' >. ous valves and tried to put across 
@ Excellent fishing cf all kinds! the story that valves made with its 

product had six points of superiority 
over competitive materials. “To ac- 
complish this, the company put up 
small signs. Each featured one ad- 
vantage. Research showed that 54% 
Address inquiries to The Convention Bureau, of visitors could not remember one 


Dept. D, P. 0. Box 30, Daytona Beach, Florida 4 advantage and only 12% could re- 


member three or more. No visitor 


DAYTONA BEACH was able to state correctly how many 

: advantages were cited. 
CHAMBER OF COMMERCE f Research report on this exhibit 
‘ suggested that this exhibitor should 
use one large sign headed “Six Ad- 


ORMOND BEACH - HOLLY HILL - DAYTONA BEACH - SOUTH DAYTONA - PORT ORANGE vantages of . . . in valve construc- 
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@ World’s most famous beach — 23 miles of sand you 
can actually drive on! 


@ Smart shopping centers, restaurants, theaters ! 


@ Nearby amusement areas and scenic attractions ! 


representing the Halifax Area: 


followed by all six advantages 
Not only would 
this raise the number of points re- 
called, but it would sell the idea of 
six advantages. Prospects would be 
inclined to remember this even if they 


tion,” 
on the same sign. 


ecall each of the six points. 
When a valve selection problem came 
up, a prospect would remember that 
the exhibitor’s product had advan- 
tages and might well call on this com- 
pany to check on them before buying. 


couldn't 


Reaction Important 


Here is something to remember 
with regard to an exhibit impact 
study: It is designed not only to dis- 
cover what makes people come into 
booth, but what I consider 
equally or important, what 
makes people react to your message. 
It is not difficult to design an exhibit 
that will attract almost maximum 
attendance. Dancing girls may do 
that. But how much of your sales 
story gets across to booth visitors is 
by far more important. 

If 75¢¢ of total show attendance 
visits your booth, but only 25 of 
these visitors recall your sales mes- 
sage, your booth has had an impact 
on only 18.75% of total show  at- 
tendance. However, if you attract 
only 50¢¢ of show visitors but make 
a sales-message impression—one that 
they retain—on 75% of these booth 
visitors, you have had impact on 
37.5 of total show attendance, or 
twice as much as in the former ex- 
ample. 


your 


more 


This illustrates how you can in- 
crease sales-message impact in your 
booth without attracting one more 
visitor than before. 
how a 20% 


It also indicates 
increase in impact—as 
mentioned early—is not a wild figure, 
but conservative. 


Assures Maximum Impact 


Do you ever feel that your sales 
message is so clear and so inspiring 
that 1000 or even 90° of your 
booth visitors walk away and remem- 
ber exactly what you showed them? 
Exhibit research will not guarantee 
you 100 impact, but it can assure 
that you approach maximum impact 
for your message with logical pros- 
pects. 

‘Two examples will explain what 
can be done with lighting and place- 
ment of copy: 

One exhibitor designed his booth 
with his product classification in large 
letters, but the company name was 
shown only in reproductions of the 
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trademark in letters only a few inches 
high. Interviews with people who 
had visited the booth produced a high 
proportion who could not identity 
this company when they were shown 
a masked photograph of the exhibit. 
The next show found this exhibitor 
with his company name prominently 
featured in brighter colors and in let- 
ters as large as the product classifica- 
tion. 

Another exhibitor prepared a large 
poster to feature a new product. The 
product was illustrated on the poster 


which was five feet tall. In addition, 
the poster contained 25 to 30 words 
to describe product features. Pleas- 
antly done in white and black on a 
light blue background, the poster was 
mounted at the very edge of the 
booth. ‘The bottom of the poster was 
at least three feet above the floor. 
However, it was positioned too neat 
the aisle and was completely “burnt 
out” by large ceiling lights over the 
aisle. 

When research revealed that only 
30° of booth visitors saw this im- 


PUT OUR 
HEADS 
TOGETHER... 


...to work out your transportation problems 


Let Northwest's experienced personnel relieve you of details in planning 
transportation to your convention. We wil: contact your members, give 
them full information on tares, schedules, etc. Northwest's compiete 
service includes first class luxury service, low-cost Tourist, half-fare 
Family Plan, pre- and post-convention tours. 


For the help you need, contact any Northwest office... 
or Convention Bureau, Northwest Orient 


Airlines, 1885 University Avenue, 
St. Paul 1, Minnesota. 


NORTHWEST 6.’ AIRLINES 


Short route to the Orient 
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portant display, and of these, at least 
three-fifths could not recall one of 
's il | d three sales points mentioned for the 
All br it trai S or | to product, recommendations were made 
for relocation of the poster, for use 
ot a colored spotlight to overcome 
ceiling glare, and for use of different 
colors at future shows. 

It should be noted in this connec- 
tion that frequently research can 
show ways in which an exhibit can be 
changed after the first day’s run, thus 

e MH {| increasing exhibit effectiveness during 
at Convention a the same show in which the study is 
Attendance and sales shoot skyward at this center of the conducted. 


largest population block in the United States. 


Philadelphia is the hub of the fastest growing industrial area in the world. Reliable Answers 


At Convention Hall are more than 265,000 square feet of exhibit 
space, most of it ground-floor and strong enough to hold a steel mill. 


Just what value do you receive 
from contests, stunts and pretty girls? 
Most exhibit planners would like to 
have reliable answers to these ques- 
tions—but answers that apply to 
their exhibits, not to some other com- 
pany’s operations in other shows and 
before different audiences. Audience 
reaction research can discover this for 
ARIZONA’S COUNTRY CLUB RESORT you, because it can measure what your 

INVITES GROUP MEETINGS audience retained from the message 
you tried to get across. 
Accommodations for 125 guests in a secluded THE I am reminded of a national ex- 


club-like atmosphere only 17 miles to Phoenix hibitor—company sells materials to 
JO enen ol tenes call Geen, Metin at all industries—that resorted to a side 
—— : - show performance that attracted an 

course and other sports. 3740' Paved Airstrip. LITCHFIELD PARK 


aisle-blocking throng of people. How- 
Superb food and well-trained service. ARIZONA ws shit itt 


; : ever, the company neglected to tea- 
Variety of meeting and conference rooms. Reade Whitwell ture its products prominently and 
Season: MANAGER 


survey—made a few feet down the 

NOVEMBER ; aisle—indicated that four out of five 
TO MAY ; ; 

people who had viewed this booth 
could not name a single product fea- 
tured by the company at this show, 
nor could they relate the performance 
viewed with the sales message of the 
company. Obviously this company 
Was not putting its best foot forward, 
and mass viewers did not mean any 
increase in sales for this company. 


CONVENTION HALL WILL BE COMPLETELY AIR-CONDITIONED BY THE SPRING OF 1955 
For complete information, communicate with: 
The Board of Trade and Conventions [| The Convention & Visitors Bureau 


34th Street below Spruce | Chamber of Commerce of Greater Philadelphia 
Philadelphia 4, Pa. || 17th & Sansom Sts., Philadelphia 3, Pa. 


Who Should Man Booth? 


Audience research helps to select 
the type of individuals to be used to 


ose man your booth. Knowledge of what 
CLOSEST TO 50,090 sq. ft. of Exhibit type of information visitors want en- 


the Monarch ea belt aaa Space on One Floor ables you to bring to the show the 

. right technical and executive per- 

of convention Private Meeting ‘tinte «6700 LUXURIOUS — who can get - to cases and 

landie visitors problems. 

for up to 1000 Persons 0) Ste Today I note a trend away from 

hotels eee leaving booth manning to local sales 

offices and to junior salesmen. Engi- 

neers and top specialists are being 
brought in to shows. 

One exhibitor I know designs his 
booths with private partitioned and 
curtained conference rooms where 
visitors can discuss their problems in 


ATLANTIC CITY 
Write for Brochure or Telephone Atlantic City 5-4141 
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quiet and confidence. While this 
procedure may not fit many ex- 
hibitors’ needs, research can help to 
determine if it might be best for you. 
Research will give you a guide, too, 
to determine the number of people to 
use in your booth and at what hours. 

Thus we find that practically all 
elements of your exhibit program can 
be improved with a properly execu- 
tived research study. One word of 
caution should be inserted here: To 
simply ask people what they think 
about your exhibit, you do not make 
a research study within the meaning 
covered by my remarks. 

Conclusions and observations drawn 


from research are of prime impor- 
tance. Therefore, it is important that 
questions be drafted by experienced 
researchers, conclusions be drawn and 
recommendations be made by those 
who are qualified to evaluate findings 
about trade show audiences. 

So valuable are exhibit impact 
studies that not only exhibiting com- 
panies will continue to utilize services 
of trade show researchers, but exhibit 
designers will soon use audience re- 
search as a design tool—in the same 
way advertising agencies now use ad- 
vertising readership and recall studies 
to help them prepare more effective, 
harder-selling advertisements. The End 


STAVALS GLB AND SEW 


Glamour Registrar 


Friendly greetings make a big difference at local apparel shows 
ind have given rise to a new specialized service. 

Going one step further than regular model agencies, Beatrice 
Creskoff, Camden, N. J., has developed a glamour registration ser- 
vice for meetings and shows. Utilizing married models who are in- 
terested in part-time work, Miss Creskoff trains them specifically 


tor convention work. 


Big job for the registration glamour girls is to make visitors feel 
welcome and to supply information on exhibit locations. 

Miss Creskoff’s services include distinctive dress for her girls. 
Usually this entails pert hats or bonnets and simple identification 


armbands or small placards. 


Make Your Exhibits 
More EFFECTIVE! 


Mine Mine K*. ’ 
* S¥7s 
ai 
s->> >. 
a 
nd 
a 


Cut Costs with Photos! 


This FREE book is full of ideas you can 
use to create or improve distinctive dis- 
plays . . . whether your budget is large 
or small. Actual illustrations show Giant 
Prints, folios, Translites, cutouts, and other 
types in action 

This is your guide to better, practical 
exhibits! 


Please send Make Mine King-Size to: 


Company 
Address 


Vitis 


123 N. WACKER DRIVE CHICAGO 6, ILL PHONE STete 2.5977 


A City Under One Roof — 
Perfect For 
An Outstanding Convention 


Finest facilities — location ideal for 
either National or Regional groups 

complete recreational facilities 
on our 700 acres of estate-like 
grounds, including our own 18-hole 
championship golf course. We 


specialize in personalized attention! 


Inquiries appreciated and promptly 
handled. Write: 
A. P. Shoemaker, Jr., General Manager 
N. Meisner, Convention Manager. 


“Wolf” problems are comparatively small, Miss Creskoff says, 
because the girls are married and know how to fend off armous males. 

Special value to show managers is the ability of the girls to 
remember names and to greet visitors by name after they have 
visited a show more than once. Among the recent shows in and 
around Philadelphia that have engaged Miss Creskoff are: Mid- Apia as washed nny 
Atlantic Commercial Travelers Assn., Philadelphia Men’s Ap- SOGEwOreS ta 
parel Club and Corset and Brassiere Club. 


Edgeuritr Cuff rel 


na Bil 
MISS. 
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WRG next meeting 


Ask us to help you with 
our free convention 
services; arrange room 
reservations, banquets, 
cocktail parties, speakers, 
meeting halls, other 
details. Write now for 
complete information 
and our references. 


Reno Chamber 
of Commerce 


CONVENTION 
DEPARTMENT 
OF THE 


P.O. Box 2109 + TWX RE 46 «+ Reno, Nevada 


IN THE MOTOR CITY | 


ENJOY THE FRIENDLY 
ATMOSPHERE OF THE 


DETROIT - LELAND 
HOTEL 


800 OUTSIDE ROOMS 
WITH BATH AND FREE RADIO 
IN 


DOWNTOWN DETROIT 


12 ROOMS ACCOMMODATING 
UP TO 400 FOR MEETINGS 
EXHIBITS AND BANQUETS 
GRENADIER DINING ROOM 

AND LOUNGE BAR 
ALSO COFFEE SHOP 
AIR CONDITIONED 


Teletype DE 1620 
Phone WOodward 2-2300 
Wm. H. Chalmers, General Manager 


ROLE PLAYING, without scripts, cover typical sales situations. Product specialists are 


on hand during discussions to answer application questions that arise during the meeting. 


You Lead 'Em to a Meeting 
But Do You Make ‘Em Think? 


Westinghouse Electric Supply Co. found you can make 


salesmen think and like it—if meeting program is personal- 


ized. Seminars of small groups permit active discussion. 


“You can lead a man to meetings, 
but you can’t make him think.” 

That statement too often is true. 
You can’t make salesmen think what 
you want them to think until they 
are thinking about themselves. Said 
another way: Unless you relate every- 
thing said at a meeting directly to the 
audience’s personal needs, desires and 
interests, it won't absorb or retain 
your message 

This problem of reaching down 
into real—not fancied — needs of 
salesmen as a basis for sound sales 
meetings need not be as difficult as it 
might appear. Salesmen are seldom 
bashful. Ask them what they want, 
and they’re inclined to tell you— 
quickly. How you give them what 
they want is the basis for a produc- 
tive meeting. 

Middle Atlantic District, West- 
inghouse Electric Supply Co., wanted 
to bring “practical selling informa- 
tion” to its salesmen. It knew what 


salesmen had on their minds because 
salesmen were asked 
they would like to have answered. 

Instead of formal product presen- 
tations, as had been made in the past, 
this Wesco region wanted to lead its 
salesmen to a meeting and make them 
think—about the products they sell, 
how they sell them and what compe- 
tition is selling. 

Armed with a file of salesmen’s 
questions, Philip R. Blackburn, 
Wesco district manager, Apparatus 
and Supply and B. Donald Beacher, 
Wesco district sales manager created 
plan. A. C. Fischer, Westinghouse 
Electric Corp. Atlantic region repre- 
sentative and Beacher developed a 
series of seminars that topped any- 
thing tried in the past to make sales- 
men think. Their three-day meet- 
ing in Atlantic City’s Jefferson Ho- 
tel, April 7-9, was as personal as a 
tooth brush and as active as a 
betatron. 


for questions 
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Six concurrent product seminars 
were staged the first day. For these 
seminars the group of 59 salesmen 
and 11 branch managers were divided 
into six groups. After each 55-minute 
seminar, salesmen and branch man- 
agers moved on to the next seminar 
until each man had attended each of 
the six product seminars. There was 
a 10-minute break scheduled between 
seminars. 


Groups Rotated 


Five “selling” seminars were sched- 
uled on the second day of the re- 
gional sales meeting. The group was 
again divided and each rotated to 
all five seminars. 

Competitive products were dis- 
cussed by salesmen and branch man- 
agers during the first two days. Non- 
Westinghouse products that are sold 
by Wesco were the subjects of the 
final day’s seminars. 

For smooth operation, a roster was 
created so that each small group 
knew what seminar it was to attend 
at specific times of the day. Based on 
previous responses from salesmen, this 
three-day parley covered: policy, pric- 
ing, order service, divisional coopera- 
tion and competitive information. 

Westinghouse manufacturing divi- 
sion people and local product special- 
ists were on hand for each seminar to 
answer application questions. Branch 
managers acted as informal group 
leaders. 


No Scripts 


No prepared scripts were used dur- 
ing seminars. Salesmen were prompted 
into expressing opinions and asking 
questions. Branch managers, who had 
copies of pre-meeting questions, threw 
out these questions for discussion 
when on-the-spot questioning slowed 
down. Product specialists were given 
copies of pre-meeting questions so that 
all points could be covered in their 
extemporaneous discussions. 

A tape recorder “sat in’ on all 
seminars. ‘Transcripts were typed 
from recordings and all pertinent dis- 
cussion was pulled out for distribution 
to salesmen and branch managers as a 
follow-up. This gave salesmen facts 
on all sessions. As each seminar was 
staged five or six times, and each 
salesman attended each one only once, 
this edited transcript gave him benefit 
of all discussions. 

To stimulate discussions on selling 
techniques—second day—a customer- 
salesmen role-playing situation was 
used at each seminar. The 15 or 20- 
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“Meeting called 


to order”’ 
aboard the Santa Fe 


Your meeting can start the minute you depart. 


You have the room and facilities en route to 
your sales meeting or convention via Santa Fe to 
have business and social gatherings on the train. 


Let us plan your next trip and show you how 
these travel features can add to the success of 
your sales meetings or conventions. 


%* You can arrange for a special car or an 
entire special train. 

* You have the opportunity to make 
special meal plans en route. Fred Harvey 
service. 

* Stopovers at points en route for busi- 
ness or pleasure. 


* Generous baggage allowance. 


* Opportunities for local publicity and 
promotion along the route to your 
meetings. 


R.T. ANDERSON 
General Passenger Traffic Manager 
Santa Fe Lines, Chicago 


SPRING - FALL MEETINGS 


The congenial club atmosphere that is 
so much a part of a Shawnee vacation 
also presides at the many successful 
conventions Shawnee is host to each 
year. 

Shawnee trademarks are its cool, ex- 
quisitely furnished hotel and cottage 
accommodations, its perfect cuisine 
and service, the famous championship 
golf course, tennis, boating, fishing and 
other fine sports facilities. 


For business groups, these facilities are 
enhanced by an efficient, experienced 
convention staff, and the ample meet- 
ing rooms available for groups up to 
250. 


ee nn 


SHAW NEE - ON- DELAWARE 
PENNSYLVANIA 


Telephone Stroudsburg 140 


CONVENTIONS @ SALES MEETINGS 
UNIQUELY DIFFERENT—Luxury In The Invigorat 
ng mate of the No rth Woods of Wisco nsin 
SPRING, FALL AND WINTER DATES AVAILABLE— 
Own golf course, speed-boat cruises, fishing—for 
pan fish to fighting tiger muskie—world’s longest 
inland chain of lakes. See and photograph native 
ildlife in natural habitat. 

PLUS VALUES — Steam 
Health Baths, Cocxtail 
lounges — Private air- 
conditioned Conference 
rooms—indoor swimming 
poo! — Banquet and 
Cocktai! Party Service. 


Chicago office: 20 E. Jack- 
son Bivd. (WEbster 9$-7372) 


minute role play was handled by two 
Wesco men, selected because of their 
familiarity with the type of sale cov- 
ered in the presentation. Questions 
and answers, prompted by the sales 
situations presented, filled out the re- 
mainder of the 55-minute seminar. 
‘Types of customers portrayed in these 
sessions were: large contractor, small 
municipal or rural elec- 
trification buyer, smal! contractor and 
small industrial. 

All sessions got underway at 8:30 
AM and ran through the afternoon 
with time out for 10-minute breaks 
and lunch. Evening of the first day 
was set aside for entertainment with 
a carnival format. 

Advantages listed for this three-day 
meeting boil down to this: 

Personalized: Each salesman had 
his questions on product and applica- 
tion discussed by experts. 


contractor, 


His views 


and his opinions were discussed back 
and forth during seminars. 

2. Prepared: While no scripts were 
used, branch managers and product 
specialists knew in advance what was 
on the minds of salesmen and could 
gear their remarks to salesmen’s 
needs. 

3. Experts: Salesmen came in close 
contact with headquarters specialists 
and learned, first hand, answers to 
questions. 

4. Cooperation: Intimate discus- 
sions groups allowed salesmen to ap- 
preciate job being done by home-ofhice 
people, and headquarters specialists 
learned directly from men on the line 
what their sales problems are in day- 
to-day contacts. 

5. Follow-up: Transcripts of dis- 
cussions provided permanent remind- 
ers to salesmen of values developed by 
seminar discussions. The End 


“I never worry when I book 
a meeting at the 
Netherland Plaza 
or Terrace Plaza in 


CINCINNATI . 


their 


facilities and service 
are excellent’’ 


NETHERLAND PLAZA 


Owned and Operated by Thos. Emery’s Sons, Inc. 


“L¥ r) 


TERRACE PLAZA 


, Cincinnati, Ohio 


im Ideal Place for Meetings, 


Conferences and Forums 


3 Hours from New York 


High im the scenic Poconos in a restfu! atmosphere. Only three hours 
from New York by car or train (on Lackawanna Main Line). 


Accommodations for 


100 persons under one roof. Additional 


rooms nearby. Auditorium seating 1000. Plenty of small committee 
rooms, reference library, spacious lob- 


bies and porches, heated garage, trans- 
an dees 


portation from. station. 
facilities for seasonal sports. 


Space generally available until 


mid Ye 
June. Reservations are now being recorded 


for 1954, 1955 and 1956 


For particulars write Clifford R. Gillam, 


General Manager 
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the 
ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER ... 
800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 


floor, ampl 
staff. 


e exhibit space and capable convention 


Home of the nationally famous MURAL ROOM. 


AFFILIATED MAT'OWAL HOTELS 


ALABAMA 
MOTEL ADMIRAL SEE 
HOTEL THOMAS JEFFERSON 


HOTEL EDSON 


HOTEL BROWNWOOD 


DrsTRCT OF COLUMBIA HoT AKER 


WOTEL WASHING ION 
INDIANA 
MOTEL CLAYPOOL 
LOUISIANA 
JUNG HOTE 
MOTEL DE 
NEORASKA 
MOTEL PAK 
NEW MEXICO 
wort 
SOUTH CAROLINA 
HOTEL WADE HAMPTON 


OTEL MOUNTAIN LAKE 
MOTE MONTICELLO 


Convenient Motor Lobby 
Elevator Direct- 
to-Room 


Reginald G. Nefzger, General Manager 


you are looking for an exotic background, luxury 
facilities and an environment distinctly different . . . 


one that will insure the immediate success of the occasion . . 
it is for a particular group, a meeting or a convention . 


. whether 
. . then select 


the British Colonial, here in Nassau, loveliest island in the Bahamas. 
The New World’s most fascinating “Old World” town, colorful streets, 
flower-decked houses, ancient forts and native markets that will add to 
the enchantment of the business holiday for your entire group. 


RECREATIONAL FACILITIES: 
Go._Fr—Guest privileges at Bahamas 
Country Club, 18 hole course. SwImM- 
MING—large outdoor pool on grounds 
and surf bathing from private >each on 
hotel grounds. RIDING, DEEP SEA FISH- 
ING, WATER SKIING (instructor), SAIL- 
BOATING. DANCING (nightly). 


MEETING & BANQUET ROOMS: 
Several rooms of varying sizes avail- 
able for private meetings, luncheons 
and dinners, taking care of up to 400. 


LIQUOR FACILITIES: Complete. 


CONVENTION SEASON: Groups can 
be hancled to January 15 and after 
March 15 to September Ist. 


CAPACITY: Sleeping accommodations 
for 400. 


UNITED STATES REPRESENTATIVES 

ROBERT F. WARNER, INC. 

NEW YORK—5S88 Fifth Ave.—JUdson 6-5500 
BOSTON—73 Tremont St.—LAfayette 3-4497 
CHICAGO—77 W. Washington St —RAndolph 6-0625 
WASHINGTON—Investment Building— Repubtie 7-2642 


British Colonial Hotel 


NASSAU, BAHAMAS 


HOW TO REACH: By air, British Over- 
seas Airways (B.0.A.C.) direct from New 
York to Nassau. OR by plane or train to 
Miami and Pan American World 
Airways or B.O.A.C. to Nassau; 
by ship, New York to Nassau, 
weekly service S.Se Nassau, or 
S.S. Nuevo Dominicano, Miami 
Oo Nassau, and Cruise Ships 
from New York to Nassau — 
Cunard and Furness ‘vines. ete. 


Fw D “sy Ww 
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FIRST... 
Finest... 
Friendliest 


in Minneapolis 


For a REALLY Successful 


Convention Choose the 


Hotel 
Nicollet 


NEIL R. MESSICK 


General Manager 


Jhe Ahwahnee 


Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tacular mountain scenery. Centrally lo- 
cated and easy to reach... Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 
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AUDIO-VISUAL CLINIC 


Small Budget Gets Results 


Prize-Winning filmstrip proves that a budget as small as 


$2,000 can produce effective sales tool, Reardon uses more 


than twice as many pictures in its film as in normal "'strip." 


How can you get distributor and 
dealer attention for a product afte: 
you've told them about it for four 
years, demonstrated it and illustrated 
it with flip-overs, chalk talks and 
charts? 

That was the problem for The 
Reardon Company, St. Louis, manu- 
facturer of water paint and Dramex, 
interior wall finish, the product in 
question. Here’s the solution, ac- 
cording to Jack Connors, eastern divi- 
sion manager, who weighed many 
selling tools to find the one to do the 
job for Dramex: 

“We turned to filmstrip with auto- 
matic sound, and our sales meetings 
record jumped over 200%. Besides, 
we enjoyed a big increase in Dramex 
sales—which was even more im- 
portant. We know a lot of this was 
the result of our film.” 


Early this summer, The Reardon 
Co. received first prize for its film- 
strip, ‘‘New Rooms For Old”, from 
National Visual Presentation Assn. 
The “strip” produced by Animatic 
Productions, New York City, cost 
barely $2,000. The other two first- 
prize winners in audio-visual presen- 
tations cost over $75,000 each. 

Upon receiving the award, Con- 
nors noted: ‘‘We believe the most im- 
portant thing our film illustrates is 
this: Audio-visuals don’t have to cost 
a lot to be effective.”” Connors took 
most of the photos used in the film 
strip himself. He relied on the film 
producers to select the best ones and 
to add artwork to fill in gaps. 

An analysis of the film reveals that 
loading an audio-visual presentation 
with plenty of picture-change and se- 
quence development is effective on two 


ACTUAL PHOTOS were used as proof of claims in Reardon's prize-winning filmstrip. 
Rough cartoons were used to set mood, to create situation express attitude or opinion. 


SM/JULY 1, 1954 


counts: Illustration can be confined 
to a single point, and the audience is 
kept interested with pace and visual 
Variety. 


Animated Productions uses motion 
pictures sequence-construction and 
animation techniques to revitalize the 
filmstrip medium. While the conven- 
tional 10-minute show contains about 
50 to 60 picture frames, the Dramex 
story has more than 140. 


cartoons Set Mood = ' With the addition of the new Women’s Building, 

. The State Fair of Texas now offers you a total 
of 359,500 square feet of floor space for your 
shows and displays. This makes a total of seven 
large exhibit buildings within a stone's throw 
of the famous State Fair Air-conditioned Audi- 
torium that seats 4,301 and which has a huge 
stage for demonstrations and entertainment. 


Since the photography was not 

technically first-rate, artwork was 
kept rough. But most important, car- 
toons were used only to set mood, to 
create situation, express attitude or 
opinion. And photos, because Con- 
ners knew what he wanted to show, Parking areas provide accommodations for 
paid off in proof—documented facts. 12,000 automobiles. 
No artwork was used to illustrate 
the product, only photos or litho- 
graphy cutouts of the package were 
employed. 

Perhaps, too, the film’s effective- 
ness results because everyone con- 


Yes, The State Fair of Texas has complete 
facilities for making your trade show, conven- 
tion or sales meeting a tremendous success— 
all within 10 minutes from downtown fabulous 
Dallas. 

For Information Write 


cerned with production was convinced JAMES H. STEWART, Executive Vice President and General Manager, Dallas Texas, 
that Reardon had a good story to 


tell. The company kept its story sim- STATE FAIR OF TE XAS oct. 9-24 DALLAS 


ple—didn’t try to jam too much into ee Cee Goes wort o 
‘apie heen tie. 
the show, but concerned itself with ah Readchs. 


doing a real selling job on one prod- 

uct. To get real selling indoctrina- 

tion, the producer, Dave Piel, tested 

the product’s appeal at a couple of 

Do-It-Yourself Shows. Piel says: ‘‘I 

found out some of the answers we Ch 

had to give when I was asked $64 oose 
questions by consumers.”’ 


“New Rooms For Old” was de- one of the 


signed to make the prospect a parti- 


cipant—not an observer. The ABC’s | sé RONEY PLAZA 

ot preparation and application of the F 4 N E S T 3 a | MIAMI BEACH 

product were spelled cut. Reliability | 

ot the 70-year-old Reardon concern | 99 Most spacious, best 

was woven into the presentation | F LO R t D A equipped ocean front 

throughout—in artwork and sound. hotel in Miami Beach 
And sound is the other half of 


for conventions. Air 
the presentation. 


conditioned. 


Staging a Cinch 


Just as a filmstrip is obviously 
more convenient to handle than flip- 
overs, so automatic sound makes sales- 
meeting staging a cinch for any sales- 
man. No script to memorize. No but- MCALLISTER 
tons to push. And automatic 35mm_ | HOTEL 
filmstrip projection equipment is | MIAMI 
available in almost every major city a a’ 
in the country. New convention Beyond comparison — the nation’s 
Sound track of Reardon’s prize- 
winning filmstrip opens and _ closes 
with music, adding showmanship to 
the presentation. Music is available at 
low cost without extra union fees 


BOCA RATON 
HOTEL & CLUB * BOCA RATON 


: ; supreme convention location. Un- 
hall accommodating I 


800. Completely equalled facilities and sports. 


air conditioned. 
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from a variety ot sound-slide film 


+he libraries. Animatic Productions uses 
ol f Lang-Worth. 


) Two men and a woman tell the 

f Reardon story. “‘Uhe woman — pur- 

iV posely non-professional — established 

Arotel, the ladies’ point of view and reaction 

to the product. The men divide the 

ATLANTIC CITY, W. J. rey sere rele 


fl: pain bulk of the script—one carries the 
1 ality factual side, the other “the sell.”’ 
Cy de the Outstanding Facilities tu ther th 


4 New Rooms For Old” was Rear- 


. - ° . . . 
at Sensible Prices don’s first step into audio-visual pre- 
MAGIC EMPIRE sentations. Since, three more film- 
lf you plan to hold a convention or sales : 
meeting in Atlantic City, it will pay to strips have been planned. At present, 
wen psy BLT ~~ Animatic Productions is preparing 
priced hotel. Famous for its excellent treatment outline scripts < a 
culsine and outstanding facilities, the . iad te: nd story 
ow completely trained convention boards Tor filmstrips to launch neu 
i$ f » ° 
for AY ang ecsurance of 8 mest success Reardon products. Incidentally, even 


though complete production is now 


@ UNEXCELLED LOCATION handles REAPS Kaun onl 
—ie he tae fs eo ee vandled by tye budgets. still 


convenient to railroad and Summing up the effectiveness of 


bus terminal. “New Rooms For Old” and beari 

I ooms ( ( anc -aTIng 
“ tng ~-pamaneggy — seat- on good audio-visuals in general, Con- 
fp casting to make YOUR SEPARATE MEETING nors says: “We have discovered that 


a in employing sound-slide firm, the 
b>. ROOMS accommodating 35 effectiveness of our salesmen is saved 
e to —- SPAC f for the actual sell. It’s as though we 
' EXHIBI ay or over have two salesmen on every call— 
ra 2d * SGUNOPROOF, AiR- CON one setting up the mood and facts— 
8 DOWNTOWN HOTELS IONE di “ the other free to exert his personality 
DITIONED auditorium. on a more personal basis—and get- 

468 COMFORTABLE ting the signature for an order.” 

with ample meeting, ballroom, ROOMS in the Jefferson 
_-gonference & social rooms — and its sister hotels. 

MAYO |!" Newly remodeled Civic @ EXPERIENCED STAFF to 
Tiss |) Convention Hall... handle all details. : ‘ 
350 For complete details and Information Electric Pointer 


7 
ADAMS 4)|)\) oT for future bookings, write, wire or 
= im telephone Charles A. Fetter, General 

= Manager. 


TRIMBLE A new electric projection pointer 

WELLS —~ has been introduced by EdnaLite Op- 
tical Co., Peekskill, N. Y. The 
Tulsa Chamber of 200 oe ees pointer casts a sharp, color-free arrow 
Commerce —616 S. Boston a image from any point in the audi- 


torium. By pressing a button, a lec- 


TUUSAW : turer can highlight something in a 


Oil Capital of the World! Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 


average around 


THE ONE HOTEL IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


Central Location—nearest to theatres, clubs, shops 
Air-conditioned meeting rooms — 10 modern rooms accommodating from 
25 to 150 
Audio and visual equipment—these selling aids available for your meeting 
Ample parking facilities—adjacent garage for 600 automobiles 
Superior food and beverage—served in air-conditioned comfort—for dining 
and banquets ‘ . wail t ut some 
+ . -e - « ~ >. 
PLUS 2 Newly Renovated, Air-Conditioned motion picture, or poin , 
Ballrooms Accommodating 500 persons thing on a slide, chart, graph, map 


or diagram. 
HOTEL Operating in either a darkened or 
~ lighted room, the electric pointer 
Ag j Vania uses 115 volt AC current, with built- 
in transformer. It comes with 16 


BROAD and LOCUST STS. PHILA. 7, PA.  PEnnypacker 5-7200 feet of detachable cord, all contained 


. in ¢ ‘ood-framed_ leatherette- 
Wm. H. Harned, Gen. Mar. V. J. Riker, Sales Mgr. _—Teletype PH-95 in a solid wood-fra ather 
ee ees Ee eda pein lined case. It is priced at $49.50. 
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LITTLE ROCK! 


--- ideal sales 
meeting city 


Get the gang together in Little Rock 
and theyll go home pleased and 
happy .. . Excellent rail service 
in 10 directions—served direct by 
American Airlines, Braniff, Delta- 
C & S and Trans-Texas Airlines— 
a central location that saves time 
and miles. 


/ 
1000 MILES 7 


an Frangisco 


/ Check its Advantages 


Modern hotels Central location—good 


Ample air conditioned 


transportation 


rooms Excellent eating facilities 


Air conditioned 


Reasonable prices 


banquet rooms Numerous golf courses 
Air conditioned City of hospitality 


municipal auditorium Historical sights 


q TRADEMARK OF QUALITY 


SOUTHWEST'S LITTLE ROCK HOTELS FEATURE OVER 800 AIR- CONDITIONED 
ROOMS AND COMPLETELY AIR-CONDITIONED MEETING ROOMS AND PUBLIC SPACE. 


Slide-Film Projector 


A small, compact 16mm slide-film 
projector has been introduced by 
Animad Projectors, Detroit. 

‘The case folds down for easy carry- 
ing. Projector and all controls can be 
automatic, manual, or triggered by a 
record player. A remote switch can 
also be used. 

Exposure is variable by a simple 
screw adjustment. Vo load, merely 
open the gate and insert the film in 
the guide. Advance mechanism auto- 
matically adjusts the framing and 
keeps it in register. Lamp house has 
a blower and other features for cool- 
ing. The 16mm film is spliced to 
form a loop which may vary from 
36 frames to 120 frames. Design of 
the “Capsule” projector protects the 
film from heat so that it lasts longer, 
while the shadow box effect of the 
case protects the plastic screen from 
oblique light. 

Model pictured right was designed 
tor desk or counter use. It presents 
the screen at eye level. It can also be 
mounted to a wall. The “Capsule” 
stands 28” high; case is 2614” long. 
Case has a baked enamel finish with 
a choice of colors: tubular steel legs 
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are chrome plated. Projector can be 
run continuously for weeks without 
attention, according to the manufac- 
turer. It’ sells 


troit. 


7 
7 Kansas City 


* 
500 MILES | 
\ Dallas 
\ 
\ 


\ Houston New Orleans 


For more information, phone or write H. J. Burford 


SOUTHWEST HOTELS. Ine. 
FRanklin 5-8241—P. 0. Box 389, Little Rock, Arkansas 


Directing 4 Modern Hotels 


THE MARION +* THE GRADY MANNING 
THE LAFAYETTE ¢* THE ALBERT PIKE 


CORRECTION: Telephone number 
in the advertisement for Southwest 
Hotels, Inc., was incorrectly run as 
FRanklin 6-8241 in April 15 issue. It 
should have been FRanklin 5-8241. 


Broadcasting System granting G-E 
the right to manufacture and_ sell 
field-sequential TV broadcasting 
equipment. 

William J. Morlock, general man 
ager, G-E’s Commercial Fquipment 
Department, reports that field tests 
of various types of color television 
systems for closed-circuit use reveal 
the sequent.al system as fal superioi 
for true reproduction of colors and 
image detail. In addition, he says, 
for $158 fob. De the sequential system offers the user a 

lower initial and ‘operating cost be- 
cause it is less complicated. 
Morlock points out that for busi 


‘Closed’ TV in Color ness use, closed-circuit color TV pro- 


vides image detail impossible with 


General Electric Co. announces black and white systems. 
that it is ready to supply color TV General Electric’s closed-circuit 


systems for 


closed-circuit use. G-E color TV system is composed of only 


announcement follows a recent patent four basic elements of equipment. 
license agreement with Columbia These include the color camera, a 


65 


a small compact unit; a camera control 
console, which, together with a re- 
mote control unit for controlling all 
elements of focusing, angulation and 
lens selection, governs all adjustments 
pertinent to transmission of the pro- 
gram; a rack-mounted power supply 
for providing a regulated source of 
DC power; and a receiver. All equip- 
Miami Beach’s NEWEST Luxury Hotel ~ ment except the camera may be lo- 

s cated remote from the scene being 

Featuring a Convention Ball Room with banquet facilities for over 800 per- \ televised. Iwo types of receivers may 
sons...4 additional Meeting Rooms—Special Display Areas— Penthouses... < be used. depending on the sine of the 
eee for pleasure: group being shown the picture. One, 

Huge salt-water swimming pool... private — for use with small groups, is similar 


beach... night club... fully equipped Turkish . , ; So, mone a | * 
Bath ... complete entertainment program. \ to a home-type T'V console. The 


«+. and for convenience: 


S WQQu 


SHHx»s RS — QQ 
SS RQ S SSO RQ Q_ay 


DESIGNED WITH MEETINGS IN MIND... 


fi 
<e 


ay 
. 


Wy yfflldddlpryyssn 
“ 


other, featuring a specially designed 
x : optical system, projects the color 
Ideal oceanfront location convenient to golf sateen tier team rebietvation oveb- 
... facing... deep sea fishing... shopping... ay See Se ee I 
theatres and night clubs...Completely Air 
Conditioned with individual thermo control 
in every guest room. 
Write for Color Folder and Convention Specification Sheet 
Ledyard Gardner —Sales Manager 


WM) 


lems, onto a six-foot screen. 

In making the announcement of 
General Electric’s immediate entry 
into the industrial color TV field, 
Morlock says that adoption of color 
DIRECTLY ON THE OCEAN— 43rd to 44th Streets— Miami Beach, Florida S TV by industry and business marks 
EQ ATTA QQ the opening of a new era in the use 
of television. ‘Color limitations in 
present closed-circuit “11V equipment 


have materially restricted usage of 

ABS television as a tool,” he declares. 

—— “Availability of simplified color TV 

equipment now makes possible the 

LORE TO CORONADO rapid expansion of closed circuit 
television in businesses, industries and 


FOR YOUR CONVENTION— schools on a practical basis.” 
CALIFORNIA AT ITS BEST! 


We'll help you make your next convention the best yet! 


uu 


7 WW, WQQ{AY 
QW Rags QQ Q’’” 


* Groups up to 700 ® American Plan @ Ample Meeting Rooms 
(No Charge) e Beach Club and Tennis Courts Complimentary 


All convention activities under one roof ... with plenty to do for 
relaxation. Swim in pool or sea; dancing, golf, tennis . . . exciting 
old Mexico only % hour away. 


ASHTON A. STANLEY, Managing Director 


Hotel del CORONADO 


CORONADO, CALIFORNIA 
The Famous All-Year Resort Across the Bay from San Diego 


Display Projector 


Colorado's Most Beautiful Mountain Resort 


A new automatic display projector 
has been introduced by Tel-A-Story, 
Davenport, la. Projector has a 2412” 
x 241%" screen with 600 square 
inches of viewing area. The special 
polarized daytime screen used enables 
it to be seen under difficult lighting 
conditions. The square screen permits 
showing vertical as well as horizon- 
tal copy. In addition, square trans- 
parencies can fill the entire screen. 

Projector uses 12 35mm _ color 
transparencies. Copy changes every 
six seconds and the cycle is con- 
tinuous, requiring minimum atten- 
tion, once placed in operation. 


Exclusive use of hotel can be had with groups of 175 or larger. 


TROUTDALE IN THE PINES (x°Siiton Beres 


Your Host, George Margolis 


eseeeee @ 
orE25 


ovOzor 
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WE HAVE THE 


TO ASSURE A 


CONVENTION! 


Information? Please write: 
Shepard Henkin, Director of Sales 


HOTEL 


e . 
G-E Visual Wins Honors GOVERNOR 
General Electric Co. captured first place in a contest sponsored CLINTON 
by National Visual Presentation Assn. with a combined visual 


a 

presentation to solve a selling problem of a redesigned motor. 15 public ae ei accom- 
Designed and built by Strauss Decorating and Exposition Co., _— saan +a Ee a 
eg ae a i a te eae 0) outside rooms wi , 

oe Y ns City, G 30 a oe units matt ed by 61 lating tee water, Servider and radic. 

G-E salesmen to make 2, presentations to 20, customers. 7th Ave. ot 3122 St. (Opposite Penn Station? 


Display units were built for G-E at a cost of $1,800 each. NEW YORK CITY 


Neatly packed into four small carrying cases, the display sets up 
into three units. The story-telling unit is +14 ft. wide by 6 ft. high. 
It uses charts and graphs that flip up from a recess to illustrate the 
story. Where elaborate testing equipment is covered in the presenta- 
tion, a technical movie is projected onto a large screen. A cut-away AWNOWS 
ot the new G-E motor is on an illuminated island display and 
another island unit displays component parts used in its manufacture. 

In addition to presentations to customers the visual unit was used 


for its “turn of the century 


ae sikee service” convention commit- 
to train 2,000 agency and distributor salesmen. tees find The DENNIS staff 
conscientious specialists in 
executing the minutest de- 
tails of their requisites. 


we offer 


10 modern’ meeting 
rooms for 10 to 350 persons 
. . « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 
- « « 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 


from $8; doubles from $t1 


For additional information write 
John E. Leishman, Director of Sales 


If you are planning a sales meeting or 
regional conference of any kind in the 
southwest, you'll want to consider famous 
Camelback, one of the world's most interest- 
ing American Plan winter resorts. 500 acres 5 —_. 
of peaceful relaxation. All sports on the sun- AF: 
drenched desert, including golf at the fabu- 
lous new all-green 18-hole Paradise Valley NIS 
Golf Club, situated right in “our backyard”. 
Mouthwatering food. Genial informality. Boardwalk at Michigan Avenue 
Write Dry, Healthful air. October to May. 
JACK STEWART, CAMELBACK INN, PHOENIX, ARIZONA ATLANTIC CITY 


-- 
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Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 
@ Offers new approach to conven- 
tion success 


e@ Greatest concentration of new 
hotels in the world 


@ 29,000 hotel rooms 

@ Fine restaurants 

@ Famous shopping centers 

@ Delightful weather year-’round 

@ Reduced rates for spring, 
summer and fall conventions 


For information, write: Tom F. Smith, Dir. 
Miami Beach Convention Bureau, 400 14th St., 
Miami Beach 39, Fla. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


your headquarters 


wn St. Louis 


vorecs “Mayfair 
hennox ST. LOUIS 


TELETYPE SL 139 


Sales “Meeting” at Home 


Schenley creates home "meeting" to boost sales of brand. 
Meeting kit promoted by direct mail to salesmen and their 
wives. Kit includes 66-page flip-chart with complete story. 


Three thousand “sales meetings” 
held simultaneously across America in 
June kicked off an important brand 
campaign by one of the nation’s fore- 
most distillers—and saved the spon- 
sor and its several hundred distribut- 
ing firms many thousands of dollars 
in the bargain. 

Occasion of the unusual procedure 
was Schenley Distributors, Inc. in- 
troduction of a campaign to restore 
Old Schenley to its pre-war position 
as the country’s fastest-selling bottled- 
in-bond bourbon. 

‘“Nleetings” were held not in hotel 
meeting rooms or distributors’ sales 
rooms but right in the homes of 
3,000 Schenley and distributor sales- 
men. And therein lies the story. 

Usual procedure for a project of 
this type is to set up a nation-wide 
series of group meetings, attended by 
Schenley executives and regional dis- 
tributor company officials and _sales- 
men. Sales plans are outlined, adver- 
tising is previewed, merchandising 
material is demonstrated. 

Conservatively, these meetings take 
salesmen “‘off the street” for at least 
a half-day—usually longer. In a series 
of regional meetings required for a 
nationwide promotion, a loss of at 
least 20,000 man-hours of productive 
selling time can be assumed. Dollars- 
and-cents cost of this lost time, plus 
travel expenses and cost of meetings 
runs into thousands of dollars. 

In the project av hand, Schenley 
mailed to each of its approximately 
3,000 field representatives a complete 
meeting kit, highlighted by a (-page 
Hip-chart script, with which the sales- 
man presented his own sales meeting, 
in his own home, to himself and his 
family. 

In the flip-chart, salesmen were 
told that in pre-World War II days, 
Old Schenley bourbon was selling at 
the rate of a million cases a year. The 
chart then went on to outline in de- 
tail the sales, advertising and promo- 
tion plans designed to restore the 
brand to that volume level. 

Several pages were devoted to the 
new advertising . campaign, with 
proots of full-color ads that will ap- 


pear in national magazines. Script 
concluded by enumerating and _ illus- 
trating some of the point-of-sale mate- 
rial that will be made available to 
package stores and taverns. 

Throughout the chart, references 
were made to the subject closest to 
the salesman’s heart —the money- 
making opportunities provided by the 
re-activation of the brand. 

“To the best of our knowledge, 
this is a ‘first’ for a presentation of 
this kind,”’ Jack H. Hornsby, vice 
president and national sales manager 
of Schenley Distributors, says. 

“We chose this unusual method of 
telling our story for several reasons. 
First, because it is different, we felt 
that it would make the deepest pos- 
sible impression. Second, because the 
home is quieter, less hectic than an 
office or a meeting room, the salesman 
would have plenty of time to digest 
the meat of the meeting and impress 
upon himself the vast importance ot 
the promotion. 

“And, finally, we considered the 
time and money that would be saved 
by this procedure—a factor of the 
utmost importance to the distributo 
houses whose profits depend upon 
their salesmen being on the street 
without interruption as many hours as 
possible every work day.” 

Shipment of the meeting kit to the 
individual salesman was preceded by 
a series of teaser mailings to arouse 
his interest and enthusiasm. And his 
wife was not overlooked in, the pro- 
motion. Personal letters to her sug- 
gested the importance of the package 
that her husband was about to re- 
ceive. 

On the day that the kit was de- 
livered to the salesman’s home, the 
mailman handed the wife a separate 
package which contained an artificial 
flower, symbol of the brand’s advertis- 
ing campaign. With the flower was a 
letter telling how the family will 
profit from the husband’s whole- 
hearted participation in the program. 

Entire package was prepared un- 
der the supervision of Mel Singer, 
brand advertising manager, Old 
Schenley. The End 
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THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


BY GIBRALTAR 


For Trade and Hotel 
Shows... Sales 
Meetings . . . Interior 
Floor Displays... 
Special Product 
Promotions... 
Window Backgrounds 
. . . Campaign Drives 


ONLY 


$335°° 


It’s dramatic .. . it’s durable... 

it’s precision-built of silken 

surfaced corrugated board in 

beautiful pastel blue .. . it’s Stands 7’4” high, including 

“all-purpose”! There are canopy; adjustable in width 

hundreds of ways to adapt from 134” to 6’8”. Sets up 

this basic display to your easily. Weight, including packing 

individual needs. case, only 33 pounds. Quantity 
prices on request. 


To show and sell any product, 
any idea, any service ... just 
fill out the coupon... 


GIBRALTAR CORRUGATED PAPER CO., INC. 
Merchandising Display Division Dept. SM-6 
8101-25 Tonnelle Ave., North Bergen, N. J 
() Enclosed find check in amount of $s 
ss for__.... Gibraltar “All-Purpose” Dis- 
a play Settings at $35.00 each. (We ship by 
Railway Express unless otherwise specified.) 
Gibraltar F.O.B. North Bergen, N. J. 
[) Send me the Gibraltar “All-Purpose” Display 
CORRUGATED PAPER COMPANY, INC. Setting brochure. 


8101 Tonnelle Ave., North Bergen, New Jersey NAME 


COMPANY. 


LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. 4 ADDRESS 


nan Gn quan enasanapenanananenay an anasananal 
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Now available at group 
rates...one of the world’s 
fabulous resort-estates of- 
fering Miami Beach’s fin- 
est convention facilities 
. conveniently located 

. Magnificent pool 

and cabana colony... 
meeting and _ dining 
rooms for 25 to 500 
persons ... air con- 
ditioned . . . Ameri- 

can or European 


Plan. 


SEA ISLE 


ON THE OCEAN AT 30th STREET 
MIAMI BEACH 


Write 
Direct 


KEY CITIES 
in the SOUTH 


GREAT DINKLER 
HOTELS 


in Birmingham 
DI 


NKLER-TU 


For full information address 
Convention Manager, Dinkler Hotels 
The Dinkler Plaza, Atlanta 1, Georgia 


TV CAMERA enlarges product-test demonstration on screen in exhibit booth, 


Tests Before Thousands 


Standard Pressed Steel Co. stages show-down tests of its 
product before thousands at expositions. Company now 


makes product testing a regular industrial show policy; uses 


TV equipment so booth visitors can see tests in operation. 


If you can’t take 
to your testing laboratories to wit- 
ness the superior performance of yout 
products—take the test apparatus to 
them. 

That's 
Steel Co.., 


your customers 


what Standard Pressed 
precision fastener and shop- 


equipment manufacturer, did at 
American Society of Tool Engineers 
Exposition, Philadelphia, in April. 
It was so successful, the Jenkin- 
town, Pa., company has adopted ‘on 
the floor” product testing as an in- 
dustrial show policy. Next SPS test 


a. \ \\\\ 


~ SACRAMENTO 
hjonnm Capilal City 


= = Convention 


a > 


SS for 


SS Saus “==> 


ae a 7 ie ‘ 
Hoapilabily 0 and Semi” 


Expositions 
. Contact 


Our services and facilities will surprise you . 
RAY J. KRONEMEYER 
Exec. V. P. and Gen. Mgr., Sacramento Convention 


ureau 
Sacramento 14, California Gilbert 2-2978 
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BUSINESS and 
Pleasure 


in TULSA 


means - 


> AIR-CONDITIONED COMFORT 

> CENTRAL LOCATION 
CONVENIENT COFFEE SHOP 
NEW MODERN ADJOINING GAR 


TULSA’S F/WEST HOTEL 


Home of the Popular Terrace Room 


ON THE GULF COAST... 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . . . finest meeting and 
banquet room in the south seat- 
ing 1500... experienced con- 
vention staff trained to handle 
a "package" convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmie Love, Gen. Mgr. 


Gunite 


GVERLOOKING THE GULF OF MEXICO 
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demonstrations were made at Cana- 
dian International Trade Fair, May 
31-June 11, Toronto. FOR 

Using a closed circuit television 
hookup in its booth to permit scores & U S j % t S S 
to view the test at one time, SPS 
demonstrated to thousands of show 
visitors the holding power of the WITH 


self-locking knurled point of its 


Unbrako set screws in competition g L e A S U R t See 


with the conventional cup point. 


It was a show-down test—right 


out in front of the customers. 


. i @ There is no place in all the 
Under violent impact and vibra- P 


tion, provided by a machine designed Southwest that surpasses The 
and built by SPS engineers, the SPS 
knurled points held tight to a man- 
drel more than 48 times longer than 
the cup points! 


San Marcos for a sales or 


business meeting of any kind. 


© Accommodations for 250 
guests. 6 meeting rooms from 
25 to 350. Superb food and 


service. Vast experience with 


23 Tests 


Average time for the cup points be- group meetings. 
fore they worked loose was 2.5 
seconds in a series of 23 tests over 
the first four days of the ASTE @ And for your leisure hours 
show. For the knurled point sets, the every recreation — including 
average was two minutes and three 
seconds. In nine instances, when the 
test was stopped after two minutes golf course. 
or more, the knurled point was still 
tight on the mandrel. 


our own 18-hole championship 


Conditions were so severe, of For details, write 
course, that they were completely un- JOHN H. QUARTY, 
related to most actual application President & General Manager 
requirements. 

SPS used RCA “TV Eye” closed- 
circuit television equipment to put 
the tests before a mass audience. A 


light-weight (only four pounds) 
camera was trained on the vibration Qw 
shaft of the test machine. The image 


was thrown onto the screen of a con- HOTEL AND BUNGALOWS 
ventional receiver on top of the SPS 
booth. 
Details of each test and the results 
are announced over a public address 
system by Raymond N. Gruber, S\PS ; 
Peer 


director of market research. The End 


CHANDLER, ARIZONA 
22 MILES FROM PHOENIX 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


It's BUSINESS back in the Capital—To catch this new optimistic note—to give your 
c y and A iati Meetings and Exhibits the added zest and sparkle of the new 
Washington enthusiasm—plan your activities at The Shoreham. 


Few national meetings are too large for our facilities . . . certainly none is too small 
for careful and considerate attention. 


L. GARDNER MOORE—Manager 


SHOREHAM 


Connecticut Fvenue at Cakert Street 
ae 8,D.C. 


HOLD YOUR CONVENTION IN 
Year "Round 


“Indian Summer” 
CLIMATE AT THE 


Bow hoe S 
or QP noTrep 


AUGUSTA, GEORGIA 
“‘Golf Captial of the Nation" 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED .. . including 
®@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
© Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
% Harold Lieberman, General Manager 


On the World's Most Famous Beach’ 


UNEXCELLED 
CONVENTION 
FACILITIES 


For Your Next Meeting 


A luxurious, gracious resort hotel 
specializing in conventions... 
Every facility for hardworking 
but relaxing group meetings... 
swimming pool... tropical 
gardens ...18 hole putting green 

two golf courses nearby... 
supervised sport and social activ- 
ity. Write us for more detailed 
information 


Rush Strayer—General Manager 


Daytona Haza 


DAYTONA BEACH, FLORIDA 
Gem Florida's ‘Year Around Resort 
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Do-It-Yourself: Exposition Bonanza 


(continued from page 16) 


cal of exhibitor response is the state- 
ment from a spokesman for Douglas 
Fir Plywood Assn. : 


Swamped 


“Like everyone else exhibiting at 
the show, we were swamped by a gen 
uinely interested public which seemed 
to have What was chiefly 
astonishing to us was the fact that, 
even without benefit of demonstra- 
tors, who were such an attraction 
with the home tools people, we were 
besieged by a steady crush of people 
interested in our plans of built-ins 
and furniture. If we had given these 
out free, it would not have been sur- 
prising to have the plans gobbled up; 
but the fact that we charged for them 
was a still more significant proof of 
the public interest in the do-it-your 
self idea.” 

While Orkin Expositions Manage- 
ment, Inc., owns the trade name, 
Do-It-Yourself Show, many other 
show managers are attempting to 


no end. 


IMAGINE THE SURPRISE! — Iced 
Champagne in a gay, colorful metal 
“Le Can-Can” to say a sparkling “Bon 
Voyage” to your friends as they enter 
their stateroom. 


We will deliver one or more bottles of 
Champagne before sailing time to any 
boat leaving New York. 


Pictured here is the superb Moet & 
Chandon Brut 1947 — only $11.51 com- 
plete in “Le Can-Can.”* Call today — 
ask too for our complete summer 
catalog. 

*(Or select your favorite Champagne. 
Merely add $2.95 for “Le Can-Can.”) 


capitalize on this market with d-i-y 
sections in their home shows and 
Enterprising distributors aid 
retailers have staged their own shows 
of d-i-y products with success. 

“Of course we take legal action 
against promoters who use our Do- 
It-Yourself Show name and trade on 
our show’s acceptance by manufactur- 
ers,” says Orkin, “but we find dis- 
tributor and dealer shows of great 
value. ‘hese keep do-it-yourself en- 
thusiasm going and make attendance 
promotion easy when our show hits 
town. Dealer and distributor efforts 
help promote the market all year 
long and strengthen our position.” 


fairs. 


Problem 


siggest problem for management, 
according to Orkin, is to keep ex- 
hibits at a high educational level— 
to make them worthy of the admis- 
sion price paid by visitors to see them. 
“Each day we turn down more exhib- 


The Gayest of 
Bon yoyase 
Gifts! 


GHERRY shins. 


SM/JULY 


itors than we accept for our shows,” watch demonstrations of new remod- exhibit space, but we prefer to sac- 
says Orkin. “We keep out pitchmen eling or decorating techniques.” rifice some of our space sales to give 
and exhibitors with unrelated prod- visitors a more ‘comfortable’ show to 
ucts. The ideal to which we strive attend.” 

is to Brn every booth act as a class- Floor Plans Changed With home ownership continually 
room where demonstrations explain rising and professional labor costs 
how you can do it yourself.” Since the first show, floor plans high—with no sign of decline—do-it- 

Much of the big promotional push have been changed considerably. ““We vourself seems destined to set even 
behind Do-It-Yourself Shows comes learned that wider than normal aisles higher records. ‘Voday, do-it-yourself 
from newspapers. In some cities, are required for Do-It-Yourself tamilies spend $175 million for tools 
newspapers act as co-sponsors. “This Shows,” Orkin points out. “Visitors ($80 to $100 million for power tools 
assures heavy news and feature cover- tend to jam up aisles to watch demon- a year). They do 65% to 85 of 
age for the shows and gives news- strations and unless we give them all wallpaper hanging, lay 40°02 of 
papers an opportunity to create do- plenty of space, they don’t get an all asphalt flooring, and account for 
it-yourself sections. By cooperating opportunity to see everything that is 30 of all building supplies bought 
with show management, newspapers going on. Wider aisles cut down on in the United States. 
get names of exhibitors as they sign 
up for the shows and they can solicit 
them early for advertising in their 
special sections. 

Show-newspaper cooperation — as- 
sures large attendance during a 
show’s run—usually a full week. Ad- 
mission prices vary from 75e to 90c, | oe 
depending on rates generally prevail- | : 2 Skylounge 
ing in each city. | , Conference Room 


fone eid : : lubh for 
Price of admission is not an im- pee iy a 
portant factor to the visitor,” says : 


; a ; Year ‘round golf 
Orkin. “A, man or woman with an Lodge and deep-sea 
urge to build or remodel won't balk 


cruisers 
at any reasonable admission charge. Peace and quiet 
Visitors seldom come in singularly. 
Usually it is a family group that 
strolls from booth to booth to try new 
tools, examine new products and 


A 350-acre private estate with luxurious accommodations and a variety of outdoor activities at 
ONAWA LODGE any season. Facilities available for group reservations during the following specified periods only: 
—Labor Day to March Ist 
Favorite Year "Round —May 15th to June 30th 


a Maximum 80 persons (40 double rooms). 
Resort In the Poconos Harry A. Peters, Jr., Manager 


of Pennsylvania GRAND HOTEL, Point Clear, Alabama 


Mountainhome 50, Pa. 


100 miles from New York City --. Bor Successful Meetinas You can't beat the 
and Philedelphio. 40 miles For Successful Meetings You can't beat the 


south of Scranton, Pa. POCONO MOUNTAINS 


Skyline Inn—on the crest of the Poconos—has all the important things you want in 
a resort meeting site ... and many little extras in service that mean so much. 
nd at prices so moderate you'll be amazed! 


A 
Superb Food * Easy-to-Get-to ° Delightful Informality 
For a delightfully different meeting, try Skyline. 


Ideal facilities and accommo- 
dations for staff meetings and 
sales conferences composed of 
15 to 100 persons. 


© Special group American plan rates 
¢ Adequate private meeting rooms 
¢ Good meals abundantly served 

© All outdoor and indoor sports 

¢ Membership remains united 

© Attractive cocktail lounge 


NEW YORK, city 
* Member HSMA STROUDSBURG 
_ Ss “res 


Any month except over holiday week-ends 
and between June 25 and October 25 


oy, 
he 


PHILADELPHIA 
90 MLES 


Please write or call for further information 
and colorful folder. 


H. I. Shinnen, Own.-Mgt. 


“Hosts in the Poconos since 1926” 
Telephone—Cresco 3311 N. Y. OFFICE PHILA. OFFICE 


IN N.Y.C. —PHILA. —WASH.—BUFFALO Telephone eo John C. Wriston, Manager ra Telephone 
ASK MR. FOSTER" Circle 6-8080 re _ PEnnypacker 5-0608 


THE SKYLINE INN 


Mount Pocono, Penna. 
Phone 3661 


ei A ie i 
~easeoeorororereoerererereoeoeeeeeeereererrerrrererevereeewewewewwe* 
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Pardon our pride... BUT 
we are ideal 
for sales meetings 


SPLIT ROCK 
LODGE AND CLUB 
on Lake Harmony in the Poconos 


@ Complete meeting and banquet 
facilities for groups up to 270. And 
when business is over, enjoy a large 
variety of sports and recreation, 
both outdoors and in the Lodge. 


e@ Only three hours from New 
York or Philadelphia. 


e For full information, write 
W.D. Herrmann, Split Rock 
Lodge and Club, White Haven, 
R.D. Pennsylvania or telephone 
White Haven 4561. 


TO PLEASE EVERYONE! 


CONVENTION in NASSAU 


AT THE 


Fort Montagu 


BEACH HOTEL 


Nassau’s 
Most Popular Hotel 


OPEN 
ALL YEAR 


® Fifty acre tropical estate. 
® Largest private beach in Nassau. 
® Big game fishing, water skiing. 
® Sailing, tennis, golf—everything! 
® International cuisine. 
® Favorable foreign exchange. 


OFFICES: 

New York 630 Fifth Avenue 
30 North LaSalle St. 
Detroit 1701 Cass Ave. 
Boston 80 Boylston Street 
Wash. D.C. Barr Bldg. 

146 Biscayne Blvd. 


Cl 7-7697 
FR 2-774] 
WO 2-2300 
HU 2-0060 
EX 3-6481 
2-7906 


G. WALTER FENDER, Vice Pres., & Gen. Mgr. 


Chicago 


Miami 


‘good word-of-mouth 
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FOURTH NATIONAL in Wichita built a 


director's room that outsiders like to use. 


Meet in a Bank ? 


Who ever heard of a bank as a 
meeting site? 

They have in Wichita, Kans. The 
Fourth National Bank in Wichita 
created a director’s room with so 
warm an atmosphere and convenience 
that outside organizations have been 
Hocking to the bank to hold their 
small conferences. 

A living room setting, as opposed 
to the cold and usually austere im- 
pression left by typical long-table con- 
ference rooms, makes Fourth Na- 
tional’s director’s room a_ popular 
meeting site for directors’ meetings 
of many companies and civic or- 
ganizations. Gas Service Co., Beech 
Aircraft Co. and Frontier Chemical 
Co. are among those who have come 
to the bank for a meeting. Groups 
that have used the room range from 
Board of Regents, Wichita Uni- 
versity, to Four-H Club trustees. 
Fourth National finds a ready de- 
mand for its meeting facilities from 
the Chamber of Commerce and other 
groups with which wank officials are 
afhliated. ‘ 

Chairs and divans in the director’s 
room seat 2+ comfortably and other 
chairs are available for larger meet- 
ings. Air conditioned and well 
lighted, the room has one entrance 
for privacy. 

The room is equipped with a large 
screen, hidden behind  wall-length 
drapes, and has a large television set. 
It has served for auditioning of films 
for Community Chest Publicity Com- 
mittee and for prize drawings in a 
contest sponsored by a women’s club. 

Why does Fourth National offer 
its room for outsiders? “Employment 
of the room, and possibly a luncheon 
there, sets off a chain reaction of 
advertising 
among our business, civic and indus- 
trial leaders,” says a bank spokesman. 

The End 


smaller meetings 
are OUR specialty 


We give them big-time 
attention—and you'll 

mix business with pleasure 
...POOL, private beach, 
music by Alan Kole’s Orch. 
and star entertainment. 
Superb dining, too. 


e 3 meeting rooms 
e Banquet Room 
Write for details 


EVERY ROOM 
HAS A 
PRIVATE TERRACE 


Completely 
Air Conditioned 


Te SOUUY ser 


DIRECTLY ON THE OCEAN AT 44th ST. 
MIAMI BEACH, FLA. 


MORE FOR YOUR 
CONVENTION DOLLAR 


Attractive Rates for 
All-Year-Round Dates 


Full-Time Competent Convention Staff 


MORE CONVENTION SPACE 
Largest Hotel Convention Hall in 
Atlantic City 


Our own Westminster Halil, 12 private 
assembly roems seating 50 to 1500; 34,600 
sq. ft. for exhibits, shows, conferences. 
Private entrances, 4 registration rooms, 
checking rooms. All riain floor rooms. 


MORE CONVENTION FACILITIES 


Sleep 750; Banquet accémmodations in 
Westminster Hall | in Wedgewood 
Room 800; P.A. System, stage, motion 
picture booth, fine acoustics. 


ON THE BOARDWALK ‘ATLANTIC CITY 
John L. Sullivan 
Resident Manager & Dir. of Sales 
ATLANTIC CITY 4-1251 

Air-Conditioned Cocktail Lounge & Grill 

Largest Musical Bar in Atlantic City 

Sun Decks—Ocean Water Baths— 
Unexcelled Cuisine at Moderate Prices 
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What They've Learned 
About Televising Meetings 


(continued from page 1|5) 


crews were notified that immediately 
after the program, a re-make would 
go out to the West Coast on the first 
30 minutes. The new kinescope re- 
cording was better and West Coast 
dealers saw the meeting at one o'clock 
as clearly as did dealers in Chicago or 
New York City. 

Ford’s TV meeting was scheduled 
six weeks in advance of its presenta- 
tion. Three weeks before the session, 
the date was changed from April 29 
to May 3. There was no difficulty 
in changing the date with that much 
advance notice. 


Equipment 


Actual equipment in the “studio” 
for the closed-circuit theater tele- 
vision session included four TV 
cameras and six teleprompters. For 
filmed portions of the program, two 
projectors were used—each with the 
same film clips. A 35mm projector 
and 16mm projector were on hand. 
The 16mm projector was ready fo1 
emergencies if the 35mm _ failed to 
produce perfect pictures. 

Added precautions paid off. One 
film clip started without accompany- 
ing sound. Immediately, the director 
signaled the operator to switch from 
35mm to 16mm. In a matter of 
seconds, the film was on the screen 
with synchronized sound. The audi- 
ence hardly perceived that anything 
had been amiss. 

Film clips were interspersed with 
“live” production. Largest film por- 
tion was a Sid Caesar-Imogene Coca 
sketch. In their own inimitable man- 
ner, they depicted a husband and wife 
buying a new car. While basically 
an entertainment fillip, it drove home 
a serious point to Ford salesmen. 


Visual Aids Used 


Visual aids were used extensively 
throughout the two-hour _ session. 
Charts and flannel-board presenta- 
tions helped Ford executives explain 
sales and marketing statistical data. 
An attractive—but not distractingly 
beautiful—actress placed visual ma- 
terial upon flannel boards as new 
points were made. The girl, selected 
with much care, had to appear 
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JOKAKE INN PARADISE INN 


TWIN DESERT INNS At the foot of color- 


ful Camelback Mountain in the heart of Phoenix’ famous resort area 
—two of America's most luxurious resorts—both Alsonett Hotels. Two 
swimming pools—golf courses—private stables! Accomodations for 
groups up to 400. Nine conference rooms available—beautiful new 
Valley Room seats 500. For further information, write: 


SALES MANAGER... 6150 E. Camelback . . . Phoenix, Arizona 


eee at cl line ne niet i ian aiid: | 


Dankee Inn Keeping 


at its VERY FINEST 
At These Famous Treadway Resorts 


Atmosphere makes meetings really different. 


{ 

( 

( 

( 

( 

( 

¢ 
TOY TOWN The TREADWAY ; 
TAVERN INN ) 
Winchenden, Mess. Coonamessett-on-the-Cape ) 
North Falmouth, Mass. . 

J. S. Packard J. Frank Birdsall, Jr. ( 
Accommodates 100 Accommodates 160 ) 
{ 

( 

( 

( 

( 

4 

¢ 

4 

¢ 

( 

( 


Write directly to The OTESAGA 


any manager for Cooperstown, N. Y. 
available dates 


H. J. Merrick, Jr. 
for 1955 thru ‘57. 


Accommodates 225 


Each hotel operated on the American Plan, featuring the finest food you've ever 
tasted. Golf and swimming, too, amid scenic beauty. 


LAPP LL LLP 


DESIGN ror SELLING 


We plan design... build 


DISPLAYS SHOW ROOMS 
EXHIBIT BOOTHS 


for any product ... from Point of Sale to 
to Convention Exhibits 


~ 


Phone or write Anytime for 


Ideas and Estimates 
That will make your 


friendly and wholesome without at- 

tracting attention 

Hannel board. 
The 


sold on ‘Veleprompters at this session. 


away trom. the 


producers were thoroughly 
‘Two Teleprompters were mounted on 
were placed around 
in the 
instance did the audi- 
Company 


protessional 


cameras and tout 
sets. Every word script was 
read, and in no 
ence get that impression. 
executives and actors 
could look straight at the camera and 
read their scripts from Teleprompters, 
mounted just above camera lenses. 


Simplified Cues 


Teleprompters simplified cues fot 
visual aids. Cues were written beside 
script on ‘leleprompters. As scripts 
rolled, prop men saw their cues come 
up and synchronized their props with 
speakers. “here was no chance of 
miscoordination. (Often, when 
speakers rely on memory, they stray 
slightly from prepared text and stage 
hands never hear their cues.) Ford’s 
perfect cuing gave assurance to 
speakers. They were not required to 


$ re ss “ Bikey” ‘6p 


California’s Most Luxurious Hotel 


A COMPLETE RESORT 
IN THE HEART OF 
LOS ANGELES 


It’s A Pleasure To Do Business At The Ambassador 


Every facility in an atmosphere that is 
conducive to a successful meeting is the 
reason why conventions and sales meet- 
ings return year after year! 


MEETING AND BANQUET ROOMS 
25 TO 1500 - AIR CONDITIONED 
‘ 


DOooBNevVsaeaezEsED m=z 


THE LOS 


Spacious Modern Rooms and Suites. 22 
Acres of Gardens. Heated Pool, Gymnas- 
ium and Sun Club, Tennis Courts. Motion 
Picture Theatre. Three Acres of Parking. 
Arcade of Specialty Shops. 


Home of the World Famous 


COCOANUT GROVE 


Presenting 
Great Orchestras 
and Entertainers 


ANGELES 


3400 WILSHIRE BOULEVARD « Telephone DU. 7-7011 


look around to see if the charts about 
which they spoke were in view of the 
camera or whether the flannel-board 
girl had put up the next sign. With 
complete assurance that everything 
was perfectly timed, executives could 
concentrate on their own material 
and they gave remarkably fine per- 
formances. ‘They seemed at ease, ap- 
peared to speak casually and frankly 
and created an impression of complete 
sincerity. 
Surprisingly 

before the final 


little rehearsal 
two hours of 


went 
tele- 


STANLEY RESORT 


ESTES PARK, COLORADO 
George Stobie, Mgr., Phone 23 


CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 500. Public ad- 
dress system, 5 microphones, turn table, Iémm 
sound projector, lighting controls. Washrooms. 
Three exits. 


Maxwell Room: 65 x 80. Banquet and dining 
facilities for 450. PA system, stage, service bar. 


Music Room: 40 x 40. Seats 140. Stage, fire- 
place, picture windows facing continental divide. 


Pinon Room: 40 x 27. Seats 140. Western style 
with fireplace. 


Roundup Room: |7 x 40. Seats 100. Luxuriously 
western. Just completed with pine paneling. 


Manor West Lounge: 32 x 32. Seats 140. 
Fireplace, picture windows facing Long's Peak. 


Manor East Lounge: 32 x 32. Seats !40. Fire- 
place, picture windows facing Lake Estes. 


Ranch Room: 32 x 25. 
stone fireplace, western style. 


Seats 100. Large 


“Extras” Included in American Plan 


Square dancing . . . chuck wagon dinners . . . 
ladies luncheons . . . pool . . . swimming. . . 
nightly entertainment and dancing . . . admis- 
sion to world famous Lariat Lounge... . croquet 

. horseshoes . . . putting . . . tennis... 
children’s playground with supervision . . . ping 
pong... billiards . . . bingo . . . card games 
. « » fashion shows. 


Horseback riding, tours of National Park, golf, 
boating and fishing available at reasonable rates. 
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vised meeting. There were just 40 For the Ford meeting scripts were not trom the city in which the program 
hours of camera rehearsal time fo1 finalized until the afternoon before originates. He has discovered that 
protessional people and only five hours the telecast. Changes in script were camera and stage crews react more 
ot rehearsal for Ford executives. One made up until Sunday’s final rehear- quickly and take orders more readily 
rehearsal was staged on Saturday and sal. from a director they know. ‘Tech- 
two dress rehearsals were held on Scripts for the entire session were nicians seem to resent out-of-town di- 
Sunday, day before actual telecast. a combined effort of J. Walte: rectors and never give them the same 
Thompson Co., Ford’s advertising cooperation accorded local people 
agency, and Ford executives. Peter Facilities of American Broadcasting 
Strand, executive producer for Co. were used for this session and 
WXYZ, Detroit, directed the show. Peter Strand, with ABC's Detroit 

Closed-circuit television has plenty Box Office Television’s William outlet, was a natural as director. 
of flexibility, providing plans for pos- Rosensohn indicates that a director fou (DuMont Television Network facili- 
sible changes are made in advance. a closed-circuit telecast is best selected ties were first ever used for TV 


Flexibility 


rao} 


_— Pein! 


The Winter’s Fine Hold your next meeting at the luxurious 


, , ‘ . new (open July 1, 1954) EMERALD BEACH HOTEL in 
Houston’s mild winter climate 


makes it the perfect Conven- 
tion spot for your early-in-the- different, and so is the EMERALD BEACH. 300 luxurious rooms 


sunny NASSAU, and watch the interest soar. NASSAU is 


year meetings . . . and The with every modern convenience. Air conditioning with 
Shamrock provides the perfect 
meeting place. The Shamrock 
affords the best features of a 
resort hotel plus the conven- Its 1,600 feet of magnificent white sand is Nassau’s largest 
iences of a city hostelry. And private beach, and there’s a large salt water pool, too. 
its convention facilities are 


unparalleled, including the complete A complete BEACH CLUB is CO1Vvenient to both. 


A private pier for water sports, or boarding chartered 


individual room temperature control, combination tub and 


shower. The EMERALD BEACH is right on the oceanfront. 


Hall of Exhibits, with its more 
than 25,000 square feet of air- boats, is at your door. For group‘activities the EMERALD BEACH 


conditioned space. And special offers a superb DINING ROOM and SUPPER CLUB 
low Group Rates are available change 


‘ D b 1 January restaurant—all air conditioned. Golf and Tennis 
in ecember anc anuary 


(also July and August). 

And when it’s playtime, For complete information about what the EMERALD 
there’s golf, tennis and sight- of pace! BEACH HOTEL offers your group, and an outline of 
seeing that make the outdoors 
inviting in Houston’s temper- 
ate winter climate; daytime disposal call or write today. ALL YEAR 
temperatures average a mild “Special Group 
70 degrees from October "fates 
through March. 


are less than two blocks away at The Bahamas Country Club. 


the complete services at your 


For information and assist- 
ance in planning your con- 
ventions and trade shows, 
address: William H. Furlong, 


Executive Sales Director. ATT 


JEw 
laid | BAHAMAS 


C N k AY) NASSAU, THE BAHAMAS 
e AMROC ' LEO F, CORRIGAN ROBERT A. BOTTA 
President Managing Director 


Glenn McCarthy, President WILLIAM P. WOLFE ORGANIZATION, Representatives 


Frank H. Briggs, V.-P. and Gen. Mgr. ee mt. Boston, Chicago, Cleveland, Philadelphia 
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meeting. Either DuMont or ABC 
have been used for closed-circuit the- 
ater television broadcast. However, 


asked of all TV 


networks. The network that can pro- 


bids are generally 


vide the best facilities and personnel 
at the right price is selected. ) 

One simple rule—recently  dis- 
covered —applied to 
theater 


€ losed-cir¢ uit 
television is to monitor the 
meeting on a giant screen. Regular 


television meetings are monitored 


on small screens. Producers and 


directors now monitor closed-cir- 


cuit on giant screens to see the same 
picture the receives. In 
early I'V meetings, when monitored 
on a small screen, many flaws went 
unnoticed by directors and producers; 
their pictures were sharp and clear. 
However, the blowups on_ theater 
screens left plenty to be desired. 
Now, with large-screen monitoring, 
even slight variations of light or 
camera angle can be picked up im- 
mediately and corrected. 

Rule number two for theater TV 
is to keep pictures compact. 


audience 


As soon 


as cameras tocus on too wide a sub- 
ject, a dull, fuzzy picture results. 
That’s why close-ups of speakers and 
simple, compact charts reproduce best. 
Directors must continually strive for 
narrow angles to maintain clear deti- 
nition on giant screens. 


Portable Equipment 


Of the 39 cities covered by Ford's 
meeting, nine had no permanently 
TV-equipped theatres available. For 


BUSINESS 
MEETING PLACE 
OF THE 
SOUTHWEST 


A location that is the very center of 
convenience; accommodations 
designed for business men and 
priced to fit business budgets; 

years of “know how”’—this is a 
sure-fire successful combination 
for your sales meetings and 
conferences in Phoenix. 

[he next time you plan a business 
affair of any kind in the Southwest, 
write or telephone the Adams—let 
us show you how our infinite 
attention to the details of your 
requirements can guarantee you the 
greatest meeting you've ever staged. 


Write now for illustrated floor plans 
showing available accommodations 


ADAMS FEATURES 


Sky Patio and Pool * Drive-in Auto 
Lobby * Year round air conditioning * 
24-hour Coffee Shop * New Phoenician 
Room * Health Club * 1-day laundry 
service * 24-hour taxi service and self- 
drive cars at door * Ticket offices 

for TWA, American, Bonanza & 
Frontier air lines * 350 rooms and 
suites from $7 single, $8 double. 


HOTEL 
ADAMS 


PHOENIX, ARIZONA 
Telephone: Alpine 3-1131 
Teletype: Px 284 


JOHN A. ROCKWELL JACK J. KANE 
Pres. Gen. Mgr 


To Better 


SERVE 


Your Needs 
Now, a combination as natural as 


HAM ’N EGGS 


Two top organizations which provide 
that unique combination of 


MARKETING 
“KNOW-HOW” 


and 


SHOWMANSHIP 


In both staged and film presentations 
... obtainable through the affiliate 
organizations of 


SHOWMANSHIP ror 


INDUSTRY associates 


For Staged Presentations 
and 


ADMARK CORPORATION 
For Film Presentations 
¢ Field Research and Fact-Finding. 
¢ Complete Package or Individual 
Services. 


¢ Presentations as elaborate or modest 
as required. 


Contact us at 
129 WEST 52nd STREET 
NEW YORK 19, N.Y. 
Phone Cl 6-9482 


Yes! Available for 
Your Conferences 


... the Famed Advantages of 
America’s Fabulous Resort 
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ARIZONA 
BILIMORE 


during November, December, 
January and April 


Besides the pleasures of a luxury 
resort, the Arizona Biltmore offers de-’ 
luxe rooms and suites accommodat- 
ing 350 people... a large dining room 
seating 350 to 400... a theatre audi- 
torium accommodating 250, with 
stage and 35 mm and 16 mm pro- 
jectors . . . several meeting rooms in 
sizes suitable for 25 to 100 .. . also 
various recreational and informal 
meeting areas. 


Your delegates enjoy the service 
that the Arizona Biltmore is renowned 
for, as well as its famous leisure time 
diversions . . . its championship 18- 
hole golf course . . . tennis courts... 
colorful swimming pool and cabanas 

. riding stables and scenic trails. 


For rates and other information, 
Write George Lindholm, General Manager, 
the ARIZONA BILTMORE, Phoenix, Arizona. 
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It's Only the Beginning 


Closed-circuit theater television is just coming of age, 
and there is a big future for it. Among plans now on drawing 
board for the medium are regularly scheduled meetings for 


On Tuesday morning, architects might have a television 
meeting beamed at them. Building materials suppliers would 
stage this session. 


business would be co- 


and professional men. Programs Agcording to William Rosensohn, Box Office Television, a 
different meeting could be televised every day in the week 
and complete training series could be developed. With cost 
sharing by several sponsors, plan is economical. 

Sales and training meetings are not the only new use of 
medium. National fund raisers are considering closed-circuit 
TV for pep rallies. One such meeting is already slated for 


the Fall. 


sponsored by several companies. 

On Monday morning, grocers all over the country may 
gather in theaters to witness a program designed to improve 
their merchandising. A famous economist and governmental 
official address them. 
give them hints. Two or more companies may co-sponsor the 
program and each give their “commercials.” 


may Merchandising specialists may 


these cities, Box Office Television in- 
stalled portable projection equipment. 


wont Kirkehiy Hotels 


Dealers and their salesmen never 
had to drive more than 100 miles to 
attend the TV session. Often small 
cities—like Medtord, Ore.—between 
two larger cities were selected to keep 
travel time to a minimum. 

A two-hour meeting on TV re- 
quires many people. More than 50 
appeared before the cameras during 
Ford’s meeting. Slightly than 
half were professional actors and 
ictresses who had incidental parts. 


New York City 

New York City 

New York City 

On Upper Saranac Lake, N. Y. 
Philadelphia 


THE GOTHAM 
HAMPSHIRE HOUSE 
THE WARWICK 
SARANAC INN 

THE WARWICK 
THE BLACKSTONE 
BEVERLY WILSHIRE 
SUNSET TOWER 
THE KENILWORTH 
BILTMORE TERRACE 
HOTEL NACIONAL de CUBA 
Panama City, R. P. EL PANAMA 


Chicago 

Beverly Hills, Calif. 
Hollywood, Calif. 
Miami Beach 
Miami Beach 


less 


Relatively Low Cost 


S irprising part o1 closed-circuit tele- 
vision is its relatively low cost. Most 
people think of costs in terms of regu- 
lar network programs where talent 
accounts for the lion’s share. In 
closed-circuit, talent costs are low be- 
cause 


Havana 


generally 
have important roles, and profession- 
als can be limited. 

Fees of producers, like Box Office 
Television which handled  Ford’s 
shows, are based on a fixed percent- 
age of physical costs to put on the 
I'V meeting. Costs include rental of 
network facilities and personnel, 
transmission lines, scenery and props, 
ind theater rentals. 


company executives 


Wou MHE cordeally 


SInitled te Udetize lhe 
Superiir Services of lhe 
Nirkely Grow of Htolets 
fer Business Meeling). 


Microwave Relay 


One other point that may surprise 
vou: Microwave relay transmission— 
through the ail tends to produce 
better results for closed-circuit theater 
television than transmission through 
coaxial cable. Less picture distortion 
and seems to creep in 
when programs beamed to the West 
Coast can travel part-way through 
the air rather than on cable all the 
way out. The End 


Please Call the Kirkeby Hotel Nearest to You or Contact 
. Convention Sales Department 
THE GOTHAM 
5th Avenue at 55th St., New York 19, N.Y. 
Phone: Circle 7-2200 


interference 
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PRINCIPAL SPEAKERS, ready to “slug” it out in ‘The Main Event," receive boxing gloves as mementos. 


How to Put Punch into a Sales Meeting 


Dravo Corp. has a four-point formula to develop a session. 
Company doesn't dodge cliches, but puts them to work as 
meeting theme. Single authority and delegation of duties 


make multitude of plans emerge into a well-timed pariey. 


BY GEORGE J. NEWHAMS 


Advertising Manager, Engineering Works Division, Dravo Corporation 


A “fighting” sales meeting—with 
lots of punch — probably has been 
called for by more sales managers and 
company executives than you or | 
would ever care to count. 

“Put some sock into it!” 

“Jab them right between the eyes!” 

“Give it to’em with both fists!” 

Cliche, cliche, cliche. Yet, that’s 
exactly the bag of tricks Dravo Corp. 
reached into for its annual sales meet- 
ing a few months ago at its main 
plant on Neville Island, a few miles 
down the Ohio River from Pitts- 
burgh’s Golden Triangle. 

In Dravo’s case, however, the 
“fighting meeting’ technique was 


turned from hackneyed phrase into 
useful advantage by adopting a 
tongue-in-cheek approach. Colorful 
jargon of the prize ring, along with 
some of its props and implements, was 
employed to create atmosphere, pro- 
vide a language for the meeting and 
suggest art and decorative treatment 
for printed material and the meeting 
place itself. 

Although carried out thoroughly in 
all phases, the meeting’s theme, “The 
Main Event,” was never allowed to 
obstruct business at hand. 
Dravo’s sales job involves a unique 
diversity of products and _ services, 
most of which have their foundation 


serious 


in engineering. “The corporation’s 
four main divisions and several sub- 
sidiaries design, produce, sell, con- 
struct, engineer, operate and manu- 
facture such widely-separated items as 
builders’ supplies and complete cen- 
tral station power plants. In between, 
are barges, towboats, ore bridges, 
bridge substructures, industrial ma- 
chinery, fabricated piping, river trans- 
portation, docks, shafts and tunnels, 
coal unloaders, air conditioning, space 
heaters, sand and gravel and many 
others. The corporation’s markets in- 
clude all industry; its products and 
services largely are in the field of 
capital equipment. 


Purpose 


Primary purpose of the yearly gath- 
ering of sales personnel from various 
plants and branch offices is to instruct, 
educate and bring up to date this im- 
portant group’s understanding of the 
organization’s overall activities. Sec- 
ondary aim is to review and re-em- 
phasize each man’s responsibility for 
continued improvement in service and 
usefulness to his customers. 

Here are some of the ways the 
“manly art of self defense’ helped 
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for Conventions and Trade Shows 
in Canada... 


fly 


the quick and easy way —TO AND ACROSS ALL CANADA 


Take advantage of this convenient, dependable service. 
TCA schedules fast and frequent flights every day coast 
to coast across Canada, connects with U.S. airlines at 
New York, Chicago, Detroit (Windsor), Cleveland, Boston, 
Seattle, Tampa. It’s less than a day from any large U.S. city 
to any major Canadian centre. 


SPECIAL FARE REDUCTIONS AVAILABLE FOR GROUP TRAVEL 


SEE YOUR TRAVEL AGENT or contact TCA Offices in: Boston, 
Chicago, Cleveland, Detroit, Los Angeles, New York, 


Sault Ste. Marie, Seattle, Tampa-St. Petersburg. 


EDMONTON 
JASPER © LAURENTIANS 
VANCOUVER BANFF O / CALGARY WINNIPEG TORONTO MONTREAL 


2 > HALIFAX 
VICTORIA 7 LETHBRIDGE TR A N S- oo 


SEATTLE CANADA 


NEW YORK 
CHICAGO @ CLEVELAND 


Serving Canada coast to coast...important A ik © ATLANTIC CITY 


U.S. cities... Britain and Europe... 


Mexico, Bermuda, Nassau and the Caribbean LINES ONE OF THE WORLD'S GREAT AIRLINES 


e The BEST LOCATION on Miami Beach—Lincoin Road and Collins Ave., on the Ocean 
e BANQUET HALL, and CONVENTION HALL seating 1000 persons. 

e Miami Beach's LARGEST POOL and Cabana Club, plus Solaria, steam rooms and gymnasium 
e 330 deluxe rooms, bathroom with dressing rooms, walk-in closets 

e COMPLETELY AIR-CONDITIONED 

e 300 feet of PRIVATE BEACH 

» Thea*e-seating TV ROOM 

e 2 blocks from the Miami Beach Municipal Auditorium 

e Sound-equipped meeting rooms for 25 to 1000 

e The Magnificent Florentine Dining Room, and incomparable Coffee Shop. 

e Two Cocktail Lounges, and the MOULIN ROUGE Nite Club. 

e For after-meeting recreation, swimming, fishing, card rooms, cocktail lounges, theatres. 


@ AND unlimited facilities for the entertainment of your wives... fashion shows, bridge parties 
our own huge Nite Club... not to mention shopping on fabulous Lincoln Road 


ON THE OCEAN « LINCOLN ROAD & COLLINS AVE., MIAMI BEACH 


Here, for the first 
time in Miami Beach, 


Bb: 


is a great hotel 
designed to meet all 
of your 
CONVENTION needs! 


bas baal Dae 


aaa 
agama 


- 


£ 
t 


+ 


Frederic C. Hoopis 
Manager 


eRe be beluga, bc) 


R. H. "Dick"’ Frey 


Sales & Convention Director 
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set the stage and provide an atmos- 
phere so those attending would re- 
member what they heard: 


Printed Material 


1. Invitation was a folder on gray 
stock, printed in black and maroon, 
featuring the title, ‘“The Main 
Event,” and a sketch of a pair of 
boxing gloves hanging from a peg. 

2. Same artwork was used for the 
program. A four-page insert was 
added to carry the day’s events and 


names ot all participants. 

3. Boxing glove art was used again, 
in miniature, on pocket identification 
cards. 

4. Program art also was used in 
printing stickers for large envelopes 
containing a selection of material giv- 
en to all those in attendance. 


Decorations and Props 


1. Model plywood prize rings, 24- 
inches square, held humorous ceramic 
figurines of two boxers and a referee. 


CONVENIENT 
MIDWEST LOCATIONS 


FOR SALES MEETINGS AND CONVENTIONS 


Come tothe friendly Midwest where _ of the U.S. for national sales meet- 
the three famous Benson Hotels — ings and conventions . . . with all 
stand ready to serve you with the _ the facilities you'll need to make 
utmost in luxury, convenience and __ the occasiona real success. May we 
service. Ideally located inthe heart serve your group? 


President and General Manager 


82 


HOTEL LEAMINGTON, MINNEAPOLIS 
3rd Avenue South between 10th and I1th 
Streets. Convenient to loop district, 1 block 
from Municipal Auditorium. 700 luxurious 
rooms. Executive suites. 12 meeting and 
banquet rooms for 25 to 500. Coffee Shop, 
Mayfair Dining Room. 2 large parking lots. 
Teletype MP 512. Phone, ATlantic 6161. 


HOTEL NORTHPARK, CHICAGO 

1931 Lincoln Park West, overlooking Lincoln 
Park and Lake Michigan. 7 minutes from 
Inop. 500 rooms. Executive suites. 6 banquet 
aiid meeting rooms for 25 to 250. Chandelier 
Dining Room, new Cavalier Cocktaii Lounge, 
Snack Shop. Parking adjoining. Teietype 
C.G. 2941. Phone, MOhawk 4-3200. 


HOTEL WASHINGTON, INDIANAPOLIS 
32 East Washington Street, in the heart of 
the loop. 350 rooms. 6 banquet and meeting 
rooms for 25 to 250. Executive suites. Coffee 
Shop, Sapphire Dining Room, popular 
Bronze Cocktail Lounge. Garage attendant 
at door. Phone, Market 2541. 


Write, wire or phone the Benson Hotel nearest 
you for complete information regarding any of 


these three outstanding hotels. 


These decorated the speakers’ table. 

2. A streamer banner, approximate- 
ly 6 ft. by 20 ft., with “The Main 
Event” in huge letters and boxing 
glove illustrations, was hung over the 
drapery background behind the speak- 
ers’ table. 

3. An authentic gong, borrowed 
from local Golden Gloves officials, 
was used to open and close sessions. 

4. A display, featuring ads of all 
units of the corporation, was set up 
in the lobby. Headline was ‘Adver- 
tising Packs a Punch.” Illustrations 
were photos of boxers in action, clip- 
ped from a sports magazine. 


Souvenirs and Sales Aids 


1. Personal notebooks imprinted 
with theme, ‘The Main Event,” 
were provided for everyone. An at- 
tached piece of gold leaf permitted 
each man to reproduce his own sig- 
nature in gold on the cover. 

2. Each speaker was presented with 
a pair of boxing gloves as a memento 
and to help him to ‘keep punching” 
through the year. 

3. Large envelope, identified with 
“The Main Event” sticker, was given 
to each salesman. Among its contents 
were sales brochures on three product 
lines; results of an internal survey on 
the corporate advertising program; a 
publicity performance report for the 
previous year; and a special issue of 
the employes’ newspaper with a front 
page featuring the meeting. 

4. At his place at the dinner meet- 
ing, each man received a folded hand 
towel of good quality, on which had 
been silk-screened in red this legend: 
Don’t Throw This In—Keep Punch- 
ing In the Main Event. 


Program 


Variety, conciseness, substance and 
rapid pace keynoted the entire pro- 
gram. The rostrum was shared by 
the chairman of the Sales Committee, 
a vice-president, a sales development 
manager, chief engineer of a newly- 
established Canadian subsidiary, pur- 
chasing agent, director of advertising, 
a representative of a Canadian sales 
agency and chairman of Dravo’s 
board. Most talks were five, six or 
seven minutes long; one was 15 min- 
utes; and one—of summary and re- 
view nature—went 20 minutes. 

In keeping with the theme, titles of 
speeches included Championship Con- 
dition, A Good Pair of Legs, The 
Decision, Meet the Champ, Timing 
and Tactics, and the like. 

Two guest speakers appeared on 
the program. Afternoon guest was a 
Pittsburgh bank president. He con- 
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tributed a humorous note by arriving 
at the meeting hall during the pur- 
chasing agent’s talk. Purely by acci- 
dent, he entered at the exact moment 
the speaker was saying, “Ot course, 
purchasing men do not keep banker's 
hours.” The banker grinned widely, 
bowed apologetically to the speaker 
and sat down to applause. 

Following a custom of prior years, 
guest speaker at dinner was a man 
of national reputation, Dr. Samuel 
N. Stevens, president, Grinnell 
(lowa) College, and widely-known 
management consultant. Dravo sales- 
men, in past years, have heard such 
men as Col. Willard Chevalier, Mc- 
Graw-Hill Publishing Co.; Branch 
Rickey of Brooklyn Dodger and Pitts- 
burgh Pirate fame; and Rev. Chas. 
C. Noble, Syracuse University. 

The meeting started at 2:30 pM 
and everyone was on his way home by 
8:30 pm. There was a 10-minute 
break in the afternoon when “Cokes” 
were served as refreshment. Imme- 
diately after, first Pittsburgh showing 
of “The Future of America” was pre- 
sented. This is a new color, sound- 
slide film produced for the Joint 
A.N.A.-A.A.A.A. Committee on Un- 
derstanding Our Economic System. 
‘There was a recess of 75 minutes be- 
tween the afternoon session and din- 
ier. 

To develop, organize and execute 
such a project requires utmost in care- 
ful planning. Details by the hun- 
dreds, if not vigorously controlled, 
can mean trouble. In making arrange- 
ments, it was necessary to contact, 
correspond and negotiate with spe- 
cialty vendors, printing companies, in- 
ternal buyers, commercial artists, sign 
shops, carpenter shop, »lectric shop, 
labor department, dietician, photog- 
raphers, speakers, company executives, 
advertising agency personnel and 
many others. 

Drawing on experience from pre- 
vious Dravo sales meetings, and 
profiting from past mistakes, we cre- 
ated a tactical plan. First, overall 
responsibility was placed in one in- 
dividual. Next, the entire job was 
divided into five parts: (1) Program; 
(2) Invitations; (3) Talks; (4) 
Properties, Physical Arrangements; 
and (5) Souvenirs, Sales Aids and 
Novelties. | 

Work sheets were drawn up for 
each of the above prior to a meeting 
of the planning committee. By the 
time this group completed its work, 
each of the five sheets was filled in 
with a complete tabulation of every 
task, down to the smallest detail. 
Each item was assigned to a.specific 
person, with a space to fill in action 
taken and the date accomplished. 
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No further meetings were required 
because each individual reported peri- 
odically on progress. As the days pre- 
ceding the event were checked off, 
master work sheets were filled in and 
closer liaison was established for few 
remaining bits of unfinished business. 

When a sound engineer was sig- 
nalled to stop loud-speakers, which 
had carried five minutes of martial 
music, the meeting chairman drew 
back and released the hammer on the 
gong. Dravo Corporation’s annual 
sales meeting was underway—three 


minutes ahead of time. 

The time schedule was observed, 
within minutes, throughout the day. 
As the gong sounded adjournment ot 
“The Main Event,” a unanimous de- 
cision was rendered in favor of: 

1. A central theme to hold the pro- 
gram together. 

2. Sound, solid planning and or- 
ganization. 

3. Single, overall responsibility and 
assigned delegation of duties. 

4. Spelling out, in writing, every 
task and detail. The End 


me BLO] convannions ane 
CONVENTIONS AT OT ALT] ED 


There are many reasons why the Statler Hotels are logical con- 


vention centers. 


First, their availability: each of the eight Statler cities is well 
located, and easily accessible by major transportation routes. And, 
they are all in the centers of their respective cities. 


Even more important is the fact that Statler Hotels were built 
for convention business. They all offer you the four essentials to 
a really successful convention: 


1. Specialized knowledge and experience that comes only 
with many years of co-operation with convention groups of all 
sizes, large and small. 


2. Special facilities «nd equipment for every aspect of con- 
vention activity--registration, meetings, exhibits, and banquets. 
3. Performance that lives up to the promise, or exceeds it. 
Once convention arrangements have been made you can relax, for 
every promise of service and facilities will be more than met. 

4. Full value for convention dollars. Room rates are posted 
in each room and never raised, regardless of the size of the con- 
vention or the demand for rooms. 


Why not investigate further? Write for complete data on any of 
our eight hotels to—Howard F. Dugan, Vice-President, Executive 
Office, Hotel Statler, New York 1, New York. 


Statler Hotels 


NEW YORK + BOSTON + BUFFALO «+ DETROIT 


CLEVELAND «+ ST.LOUIS * WASHINGTON + LOS ANGELES 


* 
TWO GREAT NEW STATLERS—HARTFORD + DALLAS 


Opening summer, 1954) (Opening fall, 1955) 


“GO COWBOY...” 


For Your Next 
Convention or 


Sales Meeting 


Come to MAYAN BAR M DUDE 
RANCH—the ranch that was fea- 
tured in Life Magazine October 
12th, 1953. Ride with real cow- 
boys. See and enjoy a real cow- 
boy breakfast cooked on the range. 
50 palominos to ride through the 
hills. Donkey carts. Go fishing in a 
river and our lake. Two swimming 
pools, one under-water lighted. 
Write for reservation, 


MAYAN RANCH 


In the Scenic Country-side of 


Bandera, Texas 
E. A. Hicks, Owner 


MEETING CHECK LIST 


What Do You Want 
For YOUR Next Meeting? 


A friendly hotel that gives you 
personal attention. 


A hotel that has “know how" — 
particularly with small groups — to 
help produce results. 


A hotel y4at has the rooms, meet- 
ing rooms and banquet room) you 
want at very reasonable prices. 


A hotel that is easily accessible 
without the distractions of "big" 
cities. 


You get all these and more at the 


POUGHKEEPSIE, N. Y. 


WALTER AVERILL, PRESIDENT 
HENRY J. KOWAL, MANAGER 


WORTH WRITING FOR... 


Booklets, promotional pieces and 
other literature useful to meeting 
and exhibit planners. 


Check List for Trade Show Ex- 
hibit: A file folder with a complete 
check list of all details of exhibiting 
is the Barry-O-Meter, produced by 
Lewis Barry, Inc. Triple folder cov- 
ers all plans and operations from one 
year in advance of a show until show 
closes. Subjects outlined include ex- 
hibit promotion and designing. Fold- 
er is designed so that promotional 
material, contracts and other mate- 
rial from show management can be 
kept in it. Write to Lewis Barry, 
Inc., 12 John Street, New York 38, 
N. ¥. 


Handbook of Selling in Three 
Dimensions: A 24-page booklet on 
“how to make exhibits pay”’ is offered 
by Ivel Corp. Rules to follow in ex- 
hibit planning and techniques devel- 
oped to increase exhibit impact are 
explained and pictured. Values of 
charts and maps, audience participa- 
tion, dioramas, dramatics, illusions, 
lighting, modules and motion are ex- 
plained and_ illustrated. Write to 
Ivel Corp., 96-20 43rd Ave., Corona 
68, N. Y. 


Put Eyes on Sales Ideas: How 
and why sales presentations should be 
made visual are explained in a re- 
print from an article written fo 
Coca-Cola Company’s The Red Bar- 
rel. Tracing visualization from earli- 
est times to the present, this article 
discusses tools that may be applied 
to appeal to the eye. Write to The 
Jam Handy Organization, 2821 E. 


Grand Blvd., Detroit 11, Mich. 
Hotel Facilities Folders: Bro- 


chures on facilities and rates for lead- 
ing convention hotels have been 
gathered for use of meeting planners. 
Most of the brochures are in full 
color and picture the rooms, banquet 
facilities, and sports and entertain- 
ment facilities available. For bro- 
chures on a particular hotel or hotels 
in a particular area, write to Meet- 
ing-Site Service, SALES MEETINGS, 
1200 Land Title Bldg., Philadelphia 
10, Pa. 


REPRINTS 


Please send remittance with order to 
Readers’ Service Bureau, SALES MEETINGS, 
1200 Land Title Bldg., Philadelphia 10, Pa. 


Couns Cn 


Ideai location ( nearest the Convention Hall 
with luxurious guest rooms, deluxe suites, unex- 
celled service, internationally famous cuisine and 
a magnificent dining room overlooking the sea 

The Shelburne has excellent accommodations 
for small groups or large meetings. 

For the ultimate in gracious living and superb 
facilities, the Shelburne proudly offers its pent 
house. “Kenmare Hall” high atop the hotel 


The 
SHELBURNE 


Atlantic City’s Foremost Luxury Hotel 
On the Boardwalk at Michigan Avenue 
Joseph M, Hitzel Ir., General Manager 


Edgar A. Sweet, Sales Manager 
Telephone Atlantic City 4-813! 


MEMPHIS, TENN. 


al 


Convention Headquarters 


Lobby, Mezzanine & Third Floor 
offer over 38,000 sq. ft. exhibit 
space, banquet & conference 
rooms accommodating 25 to 
1000 persons; 625 rooms with 
bath. 


Completely Air-Conditioned 
Write for further details. 
F. R. SCHUTT, Pres. & Gen. Moar. 


tw ot ot ow 
~“e w 


What Do Jobber Salesmen Really Think 
of Manufacturers & Sales Meetings? 
(Price 10c) 

What a Buyer Wants at a Show, by 
Stanley W. MacKenzie. (Price 10c) 


Just drop us a note. We'll be de- 
lighted to give you the details you 
desire. 
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aS PACKAGING * ARMED FORCES 


MODULE UNIT in Armed Forces exhibit can be used with many variations. Product 
changes are simplified with peg board background. Two of five units are shown above. 


Biggest Packaging Customer 


Exhibits to its Suppliers 


Armed Forces use industrial show medium to sound out ex- 


perts on better ways to package military supplies. They 
have $1 billion to spend and want less packaging for their 


money—less bulkiness, that is Shows may be the answer. 


World’s biggest packaging buyer 
exhibits to its suppliers in a reversal 
of normal buyer-seller relations. 

With a staggering budget of $1 
billion for packaging material, U. S. 
Department of Defense exhibited its 
“problems” to over 24,000 
at American Management 
National Packaging Exposi- 
tion, Atlantic City. Concerned, not 
with eye appeal, but simply protec- 
tion and bulk, our armed forces need 
the collective brains of America’s 
packaging experts to either make that 
$l-billion budget smaller or make 
actual packages smaller. 

Taking a tip from its suppliers who 
exhibit at a trade show to reach a 
concentration of its market, Defense 


visitors 
Assaci- 
ation s 
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Department packaging men turned 
to the same medium. Military serv- 
ices, including Army, Navy and Air 
Force, asked for assistance from Pack- 
aging Advisory Committee, National 
Security Industrial Assn. 


Task Committee 


A task committee, headed by John 
Clay, National Starch Products, Inc., 
was created to guide our Armed 
Forces in their exhibiting venture. 
Included on the committee were: 
Russell Matthews, Bakelite Co.; 
Edward Walsh, American Can Co.; 
and Saul Poliak, Clapp & Poliak, 
Packaging Show management. 


Follow the lead of these distinguished 
groups. They choose only the best— 
and they chose (and enjoyed) Nipper- 
sink Manor for their business meetings. 


Deepfreeze 
Western Electric Mdse. Club 
Crowell-Collier Publishing Co. 
Oscar Mayer & Co. 
National Life Insurance Co, 
Perfection Gear Corp. 
Allen Bradley Co. 


Follow the lead of the nation's top 
“convention brains". Assure success 
for YOUR next convention, meeting or 
outing. Choose 


weMippersink 
aManor 


Genoa City, Wisc.—65 miles from 
Chicago 


A luxury resort hotel with perfect 
facilities plus no “big city" distrac- 
tions. 


Write or phone for complete detalls 


Shinderman Management 
675 N. Michigan Ave., Chicago 11, Ill. 
Ohawk 4-6750 


Sam Lippert 
Convention Mgr. 


hold 
your 
next 
meeting 
at the 


a Sale 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


_— _———d, 
An 
gee 


Feat ek 
@ Complete facilities adaptable to 
any type of function 
@ Personalized attention to 
every detail 
® Convenient to railroad terminals 
@ Located in the center of 
downtown Chicago 
@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 
WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


A.M. QUARLES M. P. MATHEWSON 


VICE PRE ENT ' 
ALES DIRECTOR 
SENERAL MANAGER Sates . 


Teletype 
CG 28 


FOR A PERFECT 


POCONO 


SALES MEETING or CONVENTION 


Mount Airy Lodge has Everything!! 
Only 3 hrs. from N.Y.C. & Phila. 


@ OPEN ALL YEAR @ 160 ACRE PRIVATE ESTATE 
@ ACCOMMODATIONS for Small & Large Groups 
@ MODERATE RATES @ UNEXCELLED CUISINE 

PUBLIC ADDRESS SYSTEM @ PANELS and BLACKBOARDS 

16mm MOVIE PROJECTOR & SCREEN @ SPEAKERS PLATFORM 

MOST MODERN BAR & COCKTAIL LOUNGE in the POCONOS 

ALL SPORTS incl. Golf, Horses, Tennis, Fishing, Pvt. Lake 


For Particulars write: General Manager 


MOUNT AIRY LODGE 


Mount Pocono, Pa. phone: Mt. Pocono 3551 


Re 
net, 


BAR SERVICE 


AVAILABLE 
<=> 


F400 


Welel Lerindlom siwesn' 


FACILITIES 


To handle ALL TYPES OF MEETINGS successfully. 


© GUEST ROOMS—750 © 14 AIR-CONDITIONED MEETING ROOMS 
Hotel Connects with Civic Auditorium 
EXHIBIT SPACE—44,000 sq, ft. SEATING CAPACITY—5,000 


PANTLIND 


Direct underground passagew air-conditioned Civic \uditoriim 


GRAND RAPIDS, MICHIGAN 


L. E. Ames, Director of Sales & Advertising 


Armed Forces packaging experts 
decided to combine materials handling 
problems with packaging problems 
for their exhibit. (When they com 
bine the two they are then talking 
about an activity which costs tax pay- 
ers $5 billion a year.) 


Aim 


Aim outlined for the Armed Forces 
exhibit was to impress visitors with 
“importance of military packaging 
and materials handling, stress factors 
which dictate military packaging 
requirements and. solicit industrial 
assistance in arriving at solutions” 
to problems. In discussions with the 
task committee, it was requested that 
a basic background be developed fo 
the exhibit that could be assembled 
and dismantled with a minimum of 
effort, could be used for approxi- 
mately five years and could be modi- 
fied easily to alter the theme by chang- 
ing props. 

Four basic designs were secured by 
the task committee from which a se- 
lection was made. Five module units, 
designed along the lines currently 
used by Bakelite Co., were created 
by Ivel Construction Corp., Corona, 
L. I., N. Y. Each section of the ex- 
hibit can be used as a separate dis- 
play or combined to serve a variety 
of functions. A peg-board backwall 
allows simplified copy and product 
changes. 


Requirements 


Need for a sharply focused dis- 
play of military packaging require- 
ments is evident when you review the 
many contingencies for which pro- 
tection must be afforded. Products 
in transit must be able to withstand 
desert heat and dust, sea water and 
rain, rough handling, air drops, tropi- 
cal humity, fungi and mould, artic 
cold and transfer at sea. Examples of 
packages designed to withstand ex- 
treme conditions made up the ‘“‘pro- 
duct” display of the exhibit at the 
Packaging Show. 

Products on display varied widely. 
Smallest was a dial indicator needle, 
smaller than a wrist watch hand. 
Packaging and handling problems run 
from packages for needles to crating 
of 50-foot missles. 

Accompanying problems of pro- 
tective packaging are those that re- 
quire reducing bulkiness of packaging 
materials. It’s no trick to design pack- 
ages that protect military supplies, 
but it is a first-rate problem to get 
smaller packages that allow more 
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products to fit into an airplane. 
“Military services have found that 
for too many industrial people at a 
management level are unaware of 
military packaging problems and con- 
ditions which generate these prob- 
lems,” explains Comdr. W. H. Howe, 
U. S. Navy, one of four military 
packaging experts who worked with 
the National Security Industrial Assn. 


task force on exhibit planning. 


More Receptive 


“When they are apprized of those 
problems and conditions, they are 
much more in complying 
with military methods and procedures 
and will lend very vaulable assistance 
in developing more economical ways 
to accomplish desired results or over- 
coming unsolved problems,” says 
Comdr. Howe. ‘Events which are 
attended primarily by industrial pack- 
aging and materials handling people 
at a management level, afford an ex- 
cellent opportunity to accomplish this. 


I eceptiy e 


“Industrial people who have a pack- 
aging problem in connection with 
military contracts have an opportunity 
to discuss those problems whenever 
the exhibit is shown, since military 
packaging personnel will be there.” 


Experts on Hand 


In addition to Comdr. Howe, mili- 
tary packaging experts who partici- 
pated in exhibit plans were L. C. 
Heller, Office of Naval Material; 
Col. James Sammons, Headquarters, 
Department of the Air Force; and 
Henry Whitcamp, Air Materiel Com- 
mand. Packaging experts from the 
Army, Navy and A 
hand at the Packaging Show and 
found the exhibit an excellent back- 
ground to discuss military needs. They 
could show visitors samples of good 
and bad packaging and get them to 
consider better ways to package mili- 
tary supplies. With a $1-billion pack- 
aging budget, there’s plenty of room 


r Force were on 


tor savings. 


San Francisco's 
finest and 
most complete 
* Convention Facilities 


Renowned for 
unsurpassed 
convention facilities 
exquisite rooms 
and appointments 
Superb cuisine and 
entertainment 


100 ROOMS 


PA LACE 
HOTEL 


SAN FRANCISCO 
4 Edmond A. Rieder, General Manager 


TELETYPE SF-706 
TELEPHONE EXBROOK 2-8600 


Newly Styled Throughout 
the General 
Ogtethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates. Write for color 
brochure and information. 


18-hole golf course 


STAR OF MEETING is pointed out by Sales Managers John Plummer and Gerry 
Mullin, Wynn Oil Co. Jack Shafton, who manipulates the Jimmy Durante puppe 


on the comedian's TV show, constructed this special puppet, ‘New Proofer." 


Star on Strings 


“New Proofer,” specially constructed puppet, was star of Wynn 
Oil Co. convention in Los Angeles. A miniature stage with theatrical 
spotlight pin-pointed enlarged product cans as they were displayed 
in a “product parade.’ The puppet emphasized salient points. 
A half-hour script of selling ideas was tape recorded by John 
Plummer and Gerry Mullin, bulk sales manager and automotive sales 
manager respectively. Potent remarks from the puppet were on the i 
tape. Plummer and Mullins mouthed their words before a dead ie 
microphone for the presentation. 


the General 
 Ogtethorpe 


Hotel, Golf Club and Cottages 
WILMINGTON: ISLAND, SAVANNAH, GEORGIA 
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ACID TEST 


We are proud of our reputation 
as one of America’s leading con- 
vention hotels, for we find that 
conventioners are generally more 
exacting than regular guests. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 64 years 
Write for illustrated folder 


EXECUTIVES 
R. W. LEEDS « JOSEPH I. McDONELL 
J. H. LIPPINCOTT, Jr. ¢ E. D. PARRISH 
ELLSWORTH SOOY e DORIS SEARS e |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM 
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What You Should Do About 
Wives at Conventions 


Nothing increases convention attendance like wives’ coax- 


ing. To get the "little women" on your team, you need to 
plan for their entertainment in the convention city. Here 
are some tips on how to keep women occupied and happy. 


BY LOVIA J. TRENT 


Just try leaving the “little woman” 
out of convention planning. Let her 
sit lonely and fretting in a_ hotel 
room, lost in the strangeness of a 
new city, and next year her soft, 
pleading eyes and gentle voice will be 
suavely persuasive as she endearingly 
coaxes, ‘‘Let’s not go to the conven- 
tion this year, dearest. It’s so lovely 
at the lake during this season.”’ 

Plans for women’s entertainment 
at a convention could be almost as 
important as convention programming 
itself—that is, if you’re interested in 
a large attendance, and who isn’t? 


Assures Attendance 


Where women’s participation in 
the convention is well planned, large 
attendance is assured. For each wife 
likes to shop for new clothes to take 
with her, enjoys meeting other wives, 
making new friends and seeing an- 
other town besides her own. It feels 
good to get away from “junior” and 
to be included in her husband’s busi- 
ness activities. Attending the conven- 
tion is one of the few ways she can 
accomplish this. If she has a good 
time this year, she'll push her hus- 
band into convention attendance next 
year. 

Right now—as you begin to think 
of the women you know who won't 
be budged to attend any kind of 
planned program— it should be point- 
ed out that about 159% of the women 
will have old schoolmates, rich rela- 
tives or best friends in the conven- 
tion town. Other women like to ex- 
plore a town alone. But even they 
will respond if the program has some- 
thing of interest to them. One com- 
pany kept a “club” room open every 
afternoon for tea. This alone prob- 


ably would have caught only a few 
stragglers, but hostesses were women 
whose ability to remember names was 
phenomenal, p/us the well advertised 
fact that new flower arrangements 
would be used every day. Even pro- 
gram shunners couldn’t resist’ a peek 
into the club room and later return 
with friends to rest and relax in the 
beautiful atmosphere created by local 
florists. 

There are two kinds of entertain- 
ment to keep in mind for women: 
(1) without men — afternoons for 
ladies only, and (2) with men—large 
general parties where outside guests 
are frequently invited. 

It is wiser to make plans for ladies 
in the afternoon rather than during 
morning hours, since most women 
stay up late with their husbands dur- 
ing convention nights and they appre- 
ciate the chance to sleep late. 

If it is possible, plan to have 
women’s programs in hotels other 
than the one in which the convention 
is being held. This gives them an op- 
portunity to see other well-known ho- 
tels in the convention city, as well as 
to reduce traffic in lobby and halls of 
the convertion hotel. 


Favorites 


Here are some entertainment fa- 
vorites for afternoon: 

1. City tours: A city tour is a fa- 
vorite and popular program. Inquire 
at sight-seeing bus lines for types they 
offer and choose one that hasn’t been 
used in recent years—historical spots, 
local points-ot-interest, parks and col- 
leges. Advantage of this kind of tour 
is that professional guides take charge 
of planning. Someone from the con- 
vening association should be with the 
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CHICAGO'S FINEST MEETING ROOM 
In our recent remodeling 


Ng 7. Ga @ program, a new function 


room floor was completed, 
The- Terrace Casino is Chicago’s finest! [erraced, it accommodating parties of 
gives all a fine view of the stage. Private, with sepa- re ay sag ane 
rate street entrance, adjoining bar and checking  eppenin Bae ag cers 
facilities ‘J 4 of the country’s finest ho- 
acilities, easily accommodates 1000 persons. By tel interiors, actualize the 
day, your main convention room — By night, your ultimate in modern fur- 
banquet hall. Air-Conditioned. Write today for 
the Terrace Casino Brochure. 


nishings, striking color, 
TELETYPE CG 1685 


luxurious fabrics, subtle 


lighting and full air-con- 
WILLARD M. RUTZEN, General Manager ditioning. 


Morrison Hotel 


MADISON at CLARK e CHICAGO 
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CONVENTION 
ATTENDANCE 


Spread 
the word 
around that 
fun-filled 
Montauk Manor is this 
year’s convention spot 
and attendance will soar! 
It's New York’s smart vacation spot! 


ACCOMMODATES UP TO 350 
200 ROOMS WITH PRIVATE BATHS 
LARGE & SMALL MEETING ROOMS 

FIREPROOF 
Deep SeaFishing> 150ft. salt water pool 
abana & Surf Club + 18 hole 
professional golf course 
Tennis courts * Cocktail 
and supper dancing 
On the Top Entertain- 


ment. nformation 
write 
MONTAUK MANOR 


for 


THE COMPLETELY AIR CONDITIONED 


WE’RE 


SOLD 


on SALES MEETINGS! 
...and we are experts on 
sales incentive programs! 
WE'VS GOT NEWS FOR \ou 
al out both! Write to: 
Ted Hankoff, Executive Sales Manager 
OR CALL 
N.Y. Office: Circle 5-6727 
6551 COLLINS AVE. 


MIAMI BEACH 
Phone 
86-8721 


JAY 3. MURRAY 
Reside 


group to attend to roll-call and intro- 
ductions. 

2. Boat trips: Many program plan- 
ners fail to make use of sight-seeing 
by boat. Rare is the convention town 
that does not have boating facilities 
nearby, be it on river, lake or bay. 
It is delightful to see any city from 
the harbor. 


Tours and Tea 


3. Home and garden tours: Homes 
and gardens are always interesting no 
matter what towns they are in.,Open- 
ing homes and gardens to the public is 
a way women’s clubs earn money for 
their organizations. Best club to con- 
tact is the Garden Club, but other 
women’s club groups will be inter- 
ested. A donation is made to the club 
for this opportunity. No less than five 
and no more than 10 homes should be 
included on this tour. Use buses to 
keep the group together; private cars 
make timing difficult and present a 
parking problem. Offer tea at the con- 
clusion of this tour, either at the last 
house inspected or at the hotel. 

+. Shopping tours. Knowing that 
stores of various towns appeal to most 
women, organize a tour of. stores. 
This involves small groups, several 
guides and good timing. Most stores 
will cooperate in such tours, provide 
a store guide and permit the group to 
see store operations not usually seen 
by the public. Because sight-seeing 
groups must be kept small in this case, 
and each small group will be a dif- 
ferent store, timing is important. 
Provide the guide of each group with 
a timing sheet to clarify when the 
group is expected in each store. The 
tourist and convention bureau will 
assist you in this program. 


Don't Repeat Fashions 


5. Fashion Shows. A good program 
to include along with a luncheon is 
a fashion show. Because fashions 
change from vear to year it is temp*- 
ing to repeat this entertainment year- 
ly. Caution: Don’t have a fashion 
show two years in succession even if 
costumes are different. 

Almost every large department 
store has a fashion show ready to put 
on at short notice. Turn this part of 
the program over to the store, but 
you will have to arrange for place, 
music and a competent master of cere- 
monies. Choosing a man as m.c.—who 
can ad lib about the costumes shown 
—keeps the occasion out of the “hen 
party” class. 

6. Theaters and concerts: If, dur- 


ATLANTIC CITY 


MODERN AS TOMORROW 
TO SERVE YOU TODAY 

Seventeen meeting rooms —cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 

GEORGE 6B. BRUNI 

General Manager 

ADA TAYLOR 
Director of Sales 
STANLEY B. CAMPBELL 
Sales Manager 
Telephone Atlantic City 5-1271 


\BY- THE SEA 


For a smooth-sailing 
convention... 


cx 


Ideal facilities for large or small 
groups... everything to make 
your next convention the best 
ever. 


‘ 
We invite your 
inquiry and 
inspection of T 
our facilities. 


TEN EYCK HOTEL 


ALBANY, N. Y. 
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fenill\\ 


“S, 


| 
)Mitiatatsiet al 


SM/JULY I, 1954 


ing the convention, an interesting 
play or well-known symphony orches- 
tra is scheduled, what is easier than 
to purchase a block of tickets for the 
matinee performance? Don’t purchase 
these tickets for the women, alone, in 
the evening. They prefer to spend 
evening hours with their husbands. 

7. Lectures and lessons. Any num- 
ber of programs can fall under this 
heading. Some of these programs in- 
clude: a speaker on flower arrange- 
ments; a tamous commentator on 
world affairs; a nationally famous 
speech teacher on how to make a 
speech; a class on the latest ballroom 
steps; a photographer who shows 
women how to pose Tol snapshots and 
photographs (each woman ‘‘model” 
is presented with her picture)+ ‘The 
list is limitless but should be tailor- 
made to fit your group. 


Gala Affair 


Almost every convention winds up 
with a large banquet and dancing. 
Make it a gala and glamorous affair 
by tying in with a motif—Hawaiian, 
Mardi Gras, French Casino, snow- 
ball, chuck wagon, etc. Carry out the 
motif with decorations, entertainment 
and, if possible, music. 

When you get down to choosing 
an orchestra remember, it is a danc- 
ing party. It’s not meant to show off 
the skill of a band or a soloist. So, 
when picking music, be sure you get 
dancing music, preferably a band that 
knows numbers popular in the Twen- 
ties and Thirties. Those are the num- 
bers most convention goers remember 
best as music to dance to. 

If you plan to mix dancers, to 
change partners, the m.c. must have 
the assistance of a good loud-speaker 
system so instructions can be plainly 
heard. There are a number of these 
“ice-breakers”’ listed in any good party 
book. 

Final dinner and dance should be 
as carefully planned as any other 
part of the program and not left to 
the hotel’s banquet manager, as is the 
case too often. If the final party is 
a howling success, next year’s con- 
vention attendance is assured. 


Publicize 


Women’s activities in the conven- 
tion program should be as well pub- 
licized as the men’s. Most successful 
method is to write directly to the 
women. If this isn’t possible, be sure 


publicity to trade magazines carries * 


women’s activities in its copy. Some 
associations mail announcements about 
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HULL 
HOTELS 


Hollywood, 
California’s 
LARGEST 
FINEST oh 
HOTEL Jo 


* SWIMMING POOL 
* POOLSIDE VILLAS 
* “ISLANDER” 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 


HOLLYwooo ROOSEVELT nore. 


HULL HOTELS EXECUTIVE OFFICES: 
7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
THOS. E. HULL, President L. B. NELSON, General Mgr. 

Telephone HOllywood 9-2442 Teletype LA 547 


Seer 
a 10208 mame 


SACRAMENTO Be Hotol £/ Rancha 


“Listen Chesty, this invitation isn’t for the birds!” 
indeed, it’s not for the birds! 


This invitation is for serious minded conventioneers who like to mix 
pleasure with business. Located side by side and directly on the 
ocean, The Sans Souti, The Saxony, and The Sea Isle provide 

750 luxurious bedrooms, 14 meeting rooms seating from 50 to 600. . 
banquet rooms seating up to 500, with outdoor banquet facilities 
for 1500. Two famous nite clubs with dancing and shows nightly . . . 
2 coffee shops . . . 7 dining rooms. . . 7 cocktail bars. . . 3 luxurious 
swimming pools with cabanas and 800 feet of private beach. 
Convention-trained personnel. Every function personally supervised 
European, American, or Modified American plans optional. All 
completely air-conditioned. Competitive rates. 


’ y and hotels 
MIAMI BEACH, FLORIDA e JACK M. SLONE, Sales Manager 


’ ° the women’s program to secretaries 
A Fascinating Foreign Site of members, requesting that informa- 


For Your Next Sales Meeting or Convention! tion be forwarded to the member's 
wite. 


NASSAU. 


eo IN THE BAHAMAS 


Announcement copy should not 
only carry glowing descriptions of 
oe 
planned activities for women but 
should include helpful hints as to ap- 
BY AMR: yropriate dress in the seas t the 
y+ Se cs propriate dress in the season at the 
meetings...delightful year-round 4 hours from New York convention city. For example: White 
temperature (average 76.6°). BY SHIP: shoes are worn during the summer 
Overnight from Miami in most towns; however, there are a 
Serene atmosphere, free of big-city Weekly sailings from few cities where white shoes are 
; é a New York via SS Nassau ale wer ‘ F 4 : 
hubbub ... shopping for fine British : : rarely worn by local women. In San 
Convenient connections from Francisc ee ate luring 
and European goods...all sports. entire U.S. & Canada Fancssco, SUS are WOrn during 
summers, which are usually cool. In 


NO PASSPORTS REQUIRED FOR U.S. CITIZENS! New York, light colored garments 


Available dates: April 1, 1954 thru January 10, 1955. one quien. 


; : ‘ You can finance women’s activities 
For COMPLETE information, send this coupon! of a convention program in a number 
. of ways, but the three most popular 
NASSAU, BAHAMAS, DEVELOPMENT BOARD ’ systems are: 
(A Department of the Bahamas Government) 
301 Roper Bidg., 20 S.E. 3rd Ave., Miami 32, Fia. 


Modern hotels with experienced staffs EASY TO REACH! 
and accommodations for group 


1. Include costs in men’s registra- 
tion fee. 
ay from association funds. 

3. Underwrite costs by allied in- 
dustries. 


Gentlemen: Please send me details of Convention facilities in Nassau. 2.P 


BUSINESS ADDRESS 


city et... 0 Check Rates 


In any large group activity, spe- 
cial rates are usually extended by the 
servicing companies — sight-seeing 
buses, theaters, lecturers, etc. Any ex- 
pense relative to women’s activities 
should be carefully estimated before 
being included in the registration fee. 
Occasionally, it is included in the reg- 
istration fee whether the wife attends 
or not but, generally, it is added to 
a man’s registration fee only if his 
wife accompanies him. 

When association funds are set 
aside for women’s activities, the pro- 
gram is limited to the amount funds 
will cover, and careful shopping for 
price is mandatory. 

Occasionally an allied industry will 


BELLEAIR, FLORIDA entertain women; in this event be 


sure proper credit lines are given. 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. She'll Push Husband 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of hii od P ‘ ‘ 
championship golf on the grounds. Effectiveness of good planning for 
women’s activities will spur conven- 
Travelers Insurance Company, "Actes Life Insurance ‘Compan, Preslewtil it tine eninone saben: yew Tate te 
—— Company pratt Revere Life Insurance Cuma, Pleas tie Insurance ladies doing verbal plugging at home. 
Insurance Company and Wechunans Wake Uy teat Gan - Get them on your side by giving 
them an enjoyable time. You can 
gauge the success of your planning 
when you hear the husbands saying, 
“The women’s program sounds in- 
teresting. Wish I could go along.” 
The End 
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CONVENTION BUSINESS 


To Study Hotel Sales 


Hotel Sales Management Assn. has 
inaugurated a complete research pro- 
gram with convention selling its first 
project. Dr. Helen J. Rechnagel, 
Cornell University Hotel School, has 
been engaged as research associate 
under HSMA Executive Vice-Presi- 
dent Adrian Phillips. 

Top priority in initial studies will 


go to solicitation, selling, servicing 


and re-selling of conventions and 
function business at hotels. ‘There 
are many details in relation to these 
things that need analysis and docu- 
mentation as a preliminary to de- 
veloping worth-while education ma- 
terial,” Phillips points out. 
‘American Hotel Assn. Liaison 
Committee, American ‘Trade Associa- 
tion Executives and Hotel Sales 
Management Assn. are unanimous in 
agreement that progress needs to be 


HOTEL SALES RESEARCHERS. David A. Randall, Dr. Helen J. Recknagel and Marley 


Halvorsen, Jr., start work on study of convention sales for Hotel Sales Management Assn. 


Meet on a 


Write for beautiful color brochure 


Director of Sales and Conventions 
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Tropical Island Paradise— 


just 15 minutes from downtown Miami 


Ocean Beach 
Golf Course 
Two 


Swimming Pools 
Tennis Courts 
Ocean Fishing 


KEY BISCSAYNE 
nde tH 


KEY BISCAYNE MIAMi 49. FLORIDA 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


CONVENTION BUREAU 


NEVADA 
CHAMBER OF COMMERCE 


~ “MODERN 
ATMOSPHERE 
ee AIR- 3 
CONDITIONED 4 
COMFORT 


Ptr 
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DINING & DANCING: 
"NIGHTLY ° ¥ 
*EXOTIC, + 
BALINESE ROOM - 
= *MAGNOLIA ROOF 


MIR-CONDITIONED 
MEETING ROOMS 
HEAT. CAPACITY 
£2 To 650 


eeting 


Your Winter 


“..tn the Homestead manner”’ 


e The world-famous Homestead, at 
Hot Springs, Virginia, is in an envi- 
able position to serve your confer- 
ences from November through March 
—when city hotels are busiest and 
most crowded. 

This great hotel and its 17,000-acre 
estate are in full operation during 
this period, and we are able to give 
you the utmost in service and spe- 
cial attention. 

Write for fullconvention and group 
meeting information. 


LOW WINTER RATES 


HOT SPRINGS, VIRGINIA 


Here—oat this internationally 
famous French Canadian village 
resort, your group will find a mem- 
orable meeting spot—a 6000 acre 
world-in-itself with everything you 
could wish for right at hand. 


Here, you can meet in summer, 
fall, winter, or spring—amid the 
breathtaking beauty of Canada’s 
magnificent Laurentians. Enjoy the 
finest meeting and recreational 
facilities, comfortable accommo- 
dations for all your group (up to 
350), superb cuisine and bar, in- 
comparable old-world courtesy. 
(And we think you'll come again 
and again, as so many important 
groups do.) Write for full in- 


a i 
Tremblant 


“., Lodge 


Mont Tremblant, P.Q, 
Canada 

Mrs. Joseph B. Ryan 
President 


Only 90 miles 
north of 
Montreal 


made toward minimizing convention- 
hotel problems,” Phillips. 
“Through educational effort, we be- 
lieve that there can come improved 
practices and more uniform pro- 
cedures—that friction points can be 
avoided and_ irritations, misunder- 
standings and mini- 
mized.” 

While HSMA’s research program 
will begin with the study of conven- 
tions, work will be extended to en- 
compass all phases of hotel sales. Food 
sales, beverage sales, internal sales, 
market analysis, advertising and 
publicity will receive comprehensive 
treatment. 

According to present plans, educa- 
tional pamphlets and material of a 
‘how to” type are to be developed, to 
outline not only elementary pro- 
cedures but to point out hazards to 
be avoided: problems that arise and 
how they may be solved. 

Two members of _ this 
graduating class in hotel administra- 
tion at Cornell University, Marley 
Halvorsen, Jr., and David A. Ran- 
dall will work with Dr. Rechnagel 
on HSMA research. 
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Discuss New Halls 

New exposition facilities were dis- 
cussed at the recent semi-annual meet- 
ing of National Association of Exhibit 
Managers. 

H. E. Boning, executive vice-presi- 
dent, Detroit Convention and Tourist 
Bureau; James F. Walsh, James F. 
Walsh, Inc.; and Merton E. Thayer, 
manager, International Amphithe- 
atre; of Detroit, New York and Chi- 
cago respectively, told exhibit man- 
agers what benefits are being designed 
into their cities’ new exposition facil- 
ities. They learned, too, what exhibit 
managers require of new facilities to 
meet their needs. 

Over 90 expositions are represented 


in NAEM membership. 


Dry Solicitations? 

Bryson bill (H.R. 1227), designed 
to prohibit shipment across state lines 
of any advertising material description 
of liquor, beer or wine, may not have 
caused undue concern to convention 
and sales meeting planners. But hotels 
are dead set against it, and meeting 
planners probably will be too; when 
the facts are known. 

In effect, the Bryson bill prevents 
mention of liquor service at a con- 
vention when a hotel negotiates with 
a meeting planner. It would be a 
violation of the law—under the Bry- 
son bill—if a hotel revealed, for in- 
stance, that it has a cocktail lounge 
when soliciting meeting business. 

Hearings before the House Com- 


FEATHER 
RIVER 
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We cordially 
invite your 
inspection of 
our facilities 


A 
UNIQUE 
CONVENTION RESORT 
Blairsden, Calif. Ph: 16 


San Francisco Office 
Ferry Bidg., Garfield 1-4196 


Chicago Office 


The Interstate Co., Suite 1450 
Mdse. Mart, Michigan 2-5680 


Washington's 
Largest Ballroom 
will reopen Nov. I, 1954 


In addition to Washington’s most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available. 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Douglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 
NAtional 8-4420 


AN ABBELL HOTEL 


14th Street and Pennsylvania Avenue, N. W. 
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HISTORIC 


VIRGIN 
—<= 
=> 


A distinguished 
setting for 
mectings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
cions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


For descriptive booklet and information write: 
Grant M. Washburn, Williamsburg Inn, Williams- 
burg, Va. or call N. Y. Res Off., Circle 6-6800 


Let's meet in 
the 
Alleghenies 


Summit 


Right atop Mt. Summit on a beau- 
tiful 930 acre estate with our own 
golf course and swimming pool. 


Ideal facilities for handling groups 
up to 160... with sports, relaxa- 
tion and entertainment for all. Noted 
for delectable food ...and spa- 
cious, comfortable rooms. 


On U. S. Route 40, six miles from 
Uniontown, Pa. 2500 feet high in 


the mountains. 


Phone Uniontown 8-8594 
—or write SAM STEWART, Manager 


(An Abbell Hotel) 
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mittee on Interstate and 
Commerce learned the plight of 
hotels under this bill from Arthu 
J. Packard, American Hotel Associ- 
ation. Said he: 

“Hotels would be limited as_re- 
gards the present privilege of sending 
out illustrated folders or other liter- 
ature describing their operations, if 
such leaflets made any reference to 
a cocktail lounge or other similar ta- 
cilities for the service of alchoholic 
beverages, beer or wine. 

“Since we cater almost entirely to 
transients, it follows that our adver- 
tising must reach many out-ot-state 
patrons. In the promotion of con- 
vention business, it is imperative that 
we be permitted to send descriptive 
literature through the mails to all 
parts of the country. Also, a_ hotel 
would actually be prohibited from 
quoting a price for a banquet, in re- 
sponse to an inquiry from states pro- 
hibiting liquor advertising, if such 
functions involved in any way the 
service of liquor.” 

Because hotel room occupancy has 
been slipping and more weight is 
thrown on beverage sales to main- 
tain profits, hotels have a big stake 
in the outcome of hearings on anti- 
liquor advertising legislation. Unless 
they can continue to merchandise 
bev erage functions to meeting groups, 
they are faced with a gloomy profit 
picture. 


Foreign 


Everybody Sells 


To encourage employes to take an 
active interest in increasing group 
business, Hotel New Yorker, New 
York City, is conducting a contest, 
“Every Employe a Salesman.” 

Employes are urged to inform the 
Sales Department about possible con- 
ventions, shows, banquets and meet- 
ings that might be booked into the 
hotel, and to recommend the New 
Yorker to their friends and business 
acquaintances. Each month a man- 
agement committee selects the em- 
ploye whose information resulted in 
booking the best business during the 
previous month. 

First winner under this “Every 
Employe a Salesman” program was a 
counter waiter, Zack T..Cofer, in 
the hotel’s Empire Tea Room. Cofer, 
a night school student at Chiropratic 
Institute, suggested to the Institute’s 
manager that its annual social func- 
tion be held at the New Yorker. His 
suggestion resulted in rental of the 
hotel’s Grand Ballroom and North 
Ballroom. It meant several thousands 
of dollars in new revenue to the hotel 
and earned a cash award for Cofer. 


MEMPHIS 


Hotel King Cotton 


COMPLETELY AIR CONDITIONED 


Panorama Room—seating up to 700 
Military Ballroom—seating up to 400 
Arena Theater—seating up to 400 
Riverview Room—seating up to !50 


5 smaller rooms—seating 25 to 75 


LARGE OR SMALL 


We can do for you a 


TOPFLIGHT job. 
Hotel King Cotton 


An Alsonett Hotel 


MEMPHIS, TENNESSEE 


Arthur F. Landstreet, V.P. & Gen. Mgr. 
John R. Manser, Mgr. 


Gallmon: 


“In The Orange Mountains” 


PLEASANTDALE, NEW JERSEY 
ORange 3-9400 o* COrtland 7-4856 
Unmatched Convenience for Successful 


CONVENTION 
MEETINGS 


Merely minutes from Manhattan .. . 
a modern resort hotel, with excellent 
accommodations; Air-conditioned pub- 
lic rooms; all sports and entertainment 
facilities. Many unrivaled advantages 
for business, fraternal and other or- 
génizations desirous of meeting near 
New York. Capacity 350. Dining room 
that seats 600. We'll be happy to give 
you further information and rates. 


ONLY 15 MILES FROM NEW YORK 
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GROWN GREAT THRU SERVICE! 


9th of a distinguished and successful series of 
Western Metal Expositions . . . the 1955 event 
promises even greater rewards . . . for exhibitors 
and visitors alike, than have ever before been 
achieved in these time-proved events! Months 
away ... interest has sharpened and activity has 
mounted to indicate a record-breaking number of 
products and services displayed before record- 
breaking audiences . . . historic proof of the out- 


standing significance of these great Metal Shows! 


Pan-Pacific Auditorium 
Los Angeles, California 
March 28-April 1, 1955 


Pan-Pacific Auditorium 
Los Angeles, California 


. . . best-known and most ac- 
cessible exhibit hall in the west 

. will again be the scene of 
the Exposition. 


Ambassador Hotel 


. . « headquarters for the West- 
ern Metal Congress—Make res- 
ervations now for March 28- 
April 1, 1955. 


THE AMERICAN SOCIETY FOR METALS 
7301 Euclid Avenue + Cleveland 3, Ohio 


W.H.EISENMAN, Managing Director 


Chester L. Wells, Assistant Director 
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wen Convention Plans 


Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 
Skits 

Cartoon Comedies 
Training Manuals 
Slidefilms 

Pictorial Booklets 
Transparencies 

Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 

Tape Recordings 

Disc Recordings 
Promotion Pieces 
Poster Charts 

Banners 

Training Devices 

Quiz Materials 
Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 
Technicolor Productions 
Field Surveys 
Convention Supervision 


Here’s a “‘backstage look” at a completely integrated plan going into action 
—a well-trained team of Jam Handy specialists helping you to set the stage 
for a bang-up meeting, large or small. 


It’s just one example of how Jam Handy’s One-Stop Service helps work out 
every detail for effective, hard-hitting visual presentations. Jam Handy 
service coordinates every element. The hard work is done for you the way 
you want it. You have no last-minute worries about a forgotten this or that. 
When you deal with this Organization you simplify your problems and you 
reduce your costs. 


Jam Handy has built a well-deserved reputation for efficient and effective 
visual presentations of every kind. Films, charts, slide talks or other pres- 
entations for field meetings or conventions—whatever your requirements, 
The Jam Handy Organization is equipped to do the job for you. 


Check the products and services at the left. Then call or write the Jam 
Handy One-Stop Service office nearest you to get all the help you need. 


Je 
JAM HANDY 


DETROIT 11 PITTSBURGH 22 


DAYTON 2 © 
2821 E. Grand Bivd. Gateway Center 


® CHICAGO 1 e HNOLLYwood 28 
310 Talbott Bidg. 230 North Michigan Ave, 5746 Suaset Bivd, 


Offices $ sz - 


